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3 COLOR IMPACT 
1 COLOR COST 


With WOODBINE DUPLEX ENAMEL 


Added to the traditional ‘Triple economy appeal! 
of this paper’s three color effectiveness at one 

color cost, is 4 powerful new advertising value: 
Woodbine Duplex Enamel is now available in the 
latest released pre-tested colors as styled by 
American Color Trends, Inc., of New York. 

Here’s your unmatched “something new” that lifts 
mailing and promotion pieces out of the-same-old- 
color rut . . delivers today’s message in today’s colors. 


Always successful with printers as a happy handling 
paper with fine halftone reproduction, die-cutting 
and folding qualities, Woodbine Duplex has now 
added color exclusiveness to printing excellence. 


It's a good deal. 


Stocks d hu leadina papel distributors ‘ cvrerumhere 


the APPLETON COATED PAPER COMPANY 


1250 NORTH MEADE STREET 


APPLETON, WISCONSIN 
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24 PAGES OF FEATHER 


foun Pact 
fon voue 


own 
ADVERTISING 


Here is a tostod House Organ Service for Established Businesses 


The William Feather 


Magazine MARCH 1955 


The circulation of this magazine 1s restricted to our customers 
and prospects. William Feather edits a group of magazines like 
this for other companies. Detatls regarding this department 


- lor thirty-five years, this pocket 
our business wall be supplied to those who are interested 


7] 


size house organ, written by 
To GeT THE Most out of life you must begin 
early. William Feather, has been read 


Wou tpn’t rr be pleasing to ask for a loan and by thousands of business men, in 


hav ec the lender Say, “Are you sure that 1S 
5)» every part of t he nation. Users of 
enough? 


: service are located in New York, 
Wart can’t be said without gestures or You 

know-what-I-mean or Whatchamacallit mig Philadelphia, Seattle, Toledo, New Orleans, 
s well be left unsaid. 


Minneapolis. The majority of our customers 
Gossip ts so nourishing that som 


on it, without other sustenance have been with us fifteen to thirty-five years 


rettes, ¢ hocolate bar s, and ny 


If yours is a smal! company, selling a product or service 
Har THE MEN I 


vel service sf iat vou are | cny for 
much, despisg repetitively, our service may be just what you are looking for 
don't pla 

Complete details, samples and cost information willbe sent upon request. Anyone 


ina husine not com petitire with our pre en customer can fri our magazine on 


a test basis. Quit anytime you tind the magazine is not doing an effect advert ng job 


THE WILLIAM FEATHER COMPANY ~- 812 Huren Road + Cleveland 15, Ohio 
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recommend Mead Moistrite 
ts, and sales bulletins. 

ice for high-speed 

s or offset lithography: 
pers by Mead. 


For price tists andb 


Printers and lithographers 


whether by letterpres 


press runs, 
yout other low-priced Business Pa 


Ask, too, at 


era to America” 
y, 118 West First Str 


Phil adelpa Arlanta 


THe mea 
«paper Mak 


The Me ad Sales Compa” 
Chicago * Boston * 


eet, Dayto® 2, Ohio 


Sales Offices 
New York 


This full 
-page adv 
readers ertisement h 
of Time and of U.S. Lethe er by the 
orld Report 
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of yor advertisers. Makin s, merchant-salesme 
your customers sche b Mead Papers smen, printers, 
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hrough our national advertisi d specify paper products—i le in the minds 
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g. Remember, Mead P s the job being done 
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The reporter of 


Direct Mail 


ADVE RTIS IN G 


224 Seventh Street, Garden City, N.Y. Ploneer 6-1837 
THE ONLY MAGAZINE DEVOTED EXCLUSIVELY TO DIRECT MAIL 


Volume 18 Number 1 May, 1955 


DEPARTMENTS 


COVER STORY 
SHORT NOTES . A Salute To: 


A Monthly Copy Clinic The Dean Of All 
REED-ABLE COPY — Conducted by Orville Reed . Stones Mail Men 


PERSONALITIES INTHENEWS . . . This veer ic the proper time to 


ol { hu ive 


A Round-Up of Club Activities alute Homer J. Buckley 


MY MAIL ORDER DAY— by Jared Abbeon mry into a busines which he wa 


first to tay i Direct by Maal \ 


at horter unhyphenated torm 
| 


F A T U R E This re porter first met 


A DEAD DUCK STILL LIVES /lenry 1924. | was considerably “ted 
the dreary busine ifter fous 


BENJAMIN MOORE MAILS CANNED TRICKS ‘Mogg 


truyyling 


PUT MORE COLOR INTO terest in the comme DMAA 
YOUR DIRECT MAIL — Dudley Lujhin, Field Fditor ention, He turnished the turst 


which iu ed continuum il | 


THE USE OF DIRECT MAIL by Donald By ha continues te i 


“READ FROM THE FOLDER, BILLY” — Bak tional sparks. Even though we 
POSTAGE METER SLUG IDEA es 
PICKS UP MOMENTUM To + the full aT 
recoun i till «carecr 
HOW NOT TO SELL YOUR Buckley would require all the ed 
MAIL ADVERTISING SERVICES Larry Bretiner torial Space in thi on i ral 


POSTAL CLINICS HELP MAILERS ot The Reporter, Well hit the high 


red 


nes careet is emplo 
of Marshall Field & Company. ! 
Henry Hoke puidance ind direction ¢ 


Editor and Publisher 
peneral i mayer hie 


M. L. Strutzenberg Henry Hoke, Jr. tblished the Customer Follow Up 


Business Manager Advertising Manager Dey irtment. tor restoration of mactive 


Dudley Lufkin F. Stern H. L. Mitchell 


Field Editor 


ertising Manager 


patronizing 


departine if 

resigned from Marsl 
The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, — 
at Garden City, New York. Subscription price is $6.00 a year. Re-entered as second class , 
matter at Post Office at Garden City, New York, under the act of March 3, 1897. Copy- 
right 1955 by Henry Hoke. Western Sales Office: H. L. Mitchell & Associates, 3087 Saturn ment, ¢ ished the firm of Pr 
Avenue, Huntingtcn Park, California, Lafayette 4668 ent Compat the first fir 0 
regular subscribers, al! Mer MAIL ADVERTISING, Uy 
Reporter as part of the Agsociat 4 portion of thei novel dues pays for tinne CIRCULAR ADVERTI 
the subscription NC) wa the a or print 
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toyether with Merri 


Tne Reporter is independently owned and operated But idition to thousands of 


bers the Direct M Kedvertisir A tion receive The 
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“..we tied and mailed 
82,000 catalogs ina 
single day .. thanks 


to Bunn Machines” 


says Sheldon Goldman, of 
PUBLIC LETTER SERVICE, Chicago 


“Because our Bunn Tying Machines 


performed «so» efheiently, needed at 


tention so rarely, their excellence was 
taken for granted. Then they helped 
us perform a ‘miracle’ job. . smooth 
reports Mr. Gold. 


ly and steadily 


han 
Bunn Tying Machines easily keep 
up with the fastest sealing and meter- 


ing machines, One untrained opera 


tor can do as much as 5 or LO hand 

tyers and with no fatigue. 
Simple, effortless operation cuts 

steps up pro- 


down labor turnover 


duction eliminates overtime and 


bottlenecks 


Bunn Tying Machines adjust auto- 


matically to any size or 
with a slip-proof knot and correct, 


uniform tension. Postmasters approve 
Bunn-tied bundles 


B. H. BUNN Co., Dept. 80-55 
7605 Vincennes Ave. 

Chicage 20, 

GET THE WHOLE STORY 


Send todey for this foct-pocked 
booklet, which illustrates the 
many edventages of Bunn Tying 
Machines There is ne ebligation. 


MAIL THIS COUPON NOW 


' 
B. H. Bunn Co., 80-55 
7605 Vincennes Ave., Chicago 20, Il. 
t Please send me a copy of your free booklet # 
' which shows how Bunn Machines can save | 
¢ time and money in my business. ' 
' 
' 

Compony____ —_—_——-, 
Address 


ed matter 


or letters going 
through the mails. 

It was back in 1996 when Homer 
had his first initiation in organized 
advertising . becoming a charter 
member of the first Advertising Club 
in Chicago. He 
the club through the years of 1907, 
1908 and 1909, (Served as its Presi 
dent trom 1924 to 1929), 


Ten years after getting into direct 


served as director of 


mail, Homer succeeded in getting 
started on the fig crusade. He was 
asked to Organize the first direct mail 
departmental for the annual conven 
tion of the Associated Advertising 
Clubs of the World held in Toronto. 
\ howling 


recognition ol the new medium. A 


success . . this first 


turnout of better tnan five hundred. 
The success was repeated in 1916 at 
the Chu iyo Convention 

Then came the big idea. Direct mail 
needed an association of its own. 
Aided by Adams, Stewart 
Warner Corporation; Byron Bolt, R. 
Robert C 
Fay, Chicago Paper Company and Ray 


Crridley 
H Donnelley ompany; 


Fellows, Addressograph Company, 
Homer organized the DMAA under 
charter. He be 
president (1917-1918) 
and the big drive for direct mail 
DMAA conven 


larger than the parent 


an Illinois corporate 


carne its first 


recognition was on 
tions hecame 
ulvertising association. (Ten years 
later, in 1928, Homer Buckley was 
again elected IDDMAA President). 

It is estimated that during those 
crusading years, Homer made more 
than a thousand speeches before ad 
vertising clubs, trade association con 
ventions, sales Ory aniZations and civic 
clubs. His was the vibrant voice of 
direct mail 

But he found time for many other 
things 

In 1921 he founded the National 
Council of Business Mail Users, Ine. 

devoted to the cause of equitable 
postal rates and regulations. He, to 
gether with Reuben H. Donnelley and 
George Lytton were the incorporators 
of the Chicago Better Business Bureau. 

He was a charter member of the 
Chicago Chapter, National Council of 
Christians and Jews, which was or 
gamized in 1925 by Charles G. Dawes, 
Albert Lasker of Lord & Thomas and 
Judge John P. MeGoorty. 

He ts a Founding Member of the 
Executives Club of Chicago .. . now 
the largest and most influential busi 
ness group in Chicago. 

He is a Founding Member of the 
West Central 


soctition . .. and served as its presi 


Property Owners As 


dent for 15 years 
For 25 years he has been (and is 


A SHORT COURSE IN 
DIRECT MAIL 


The University of Illinois, assisted by 
the Direct Mail Advertising Associa 
tion, will conduct a Direct Mail Ad- 
vertising Management Institute during 
the week of June !9th on the uni- 
versity campus at Urbana, Illinois 
In charge: Professor Robert Seymour 
Morning sessions each day will be 
nanned by university personnel 
focused on selling and management 
theory Afternoon and even ng ses 
sions to be manned by top industry 
experts 

Attendance will be strictly limited to 
fifty advertising executives so that 
each can attain individual guidance 
and advice 

Fee is fixed at $100, which is the 
estimate of the institute’s base cost 
(the university, by law, cannot make 
a profit on the venture 

This reporter recommends the insti 
tute without reservation It's been 
needed for a long time. Those inter 
ested should contact Bob Seymour 


at the university without delay 


Tuberculosis 
Christ 


now) a director of the 
Institute of Chicago . . . the 
mas Seal organization. And tor five 
years served as its president. 

For 20 years he has been (and ts 
now) a director of the Edward Tuber 
culosis Sanatorium, Naperville, 

Homer served as a director of The 
Illinois Manufacturers Association for 
a period of 15 years. He was also 
chairman of its Postal Committee. 

He served as a member of the Ex 


ecutive Committee of the Chicago 


Association of Commerce, to °29. 
He is a charter member of the Off 
the Street Club for underprivileged 
boys and girls and continues to 
day as a director, after 46 years. 
Over the years, Homer has been 
an annual staff Direct 
Mail Advertising and Better Business 
Letters at the University of Wisconsin, 
IHlinois, Notre Dame 
University 


lecturer on 


University of 
University. Northwestern 
and Cleveland School of 

In 195] he 


degree of Doctor of Law from Loyola 


Advertising. 
received an honorary 


niversity. 

Homer was also one of the Citizens 
Organizing Committee for the Chi 
cago Century of Progress Exposition 
in 1933 and 1934. He served as trustee 
and chairman of the Committee on 
Public Information. 

For the past 20 years he has been 
(and is now) a director of the Civic 
Federation of Chicago... an organ 
ization devoted to the study of public 
expenditures ind taxes. 

For the past 15 years he served (and 
is now) as a director of the Catholi 
Charities of Chicago. Serving now as 
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a trustee for the Morrison Home for 
the Aged, as representative ol the 
Catholic Charities, through appoint 
ment by the Probate Court. 

He initiated the first’ fund-raising 
campaign tor Loyola University, re 
sulting in the gift of the Lewis Towers 
to the University trom Mr. Frank 
J. Lewis. 

He was one of the committee which 
tounded the Irish Fellowship Club of 
Chicago . . . first serving as its secre 
tary in 1907, and as its president in 
1928, and now continues today as one 
of its directors. 

He is author of many books on 
advertising subjects. 

He served as a 4Minute Man in 
the Speakers’ Bureau during World 
War I. 

He served as a member of the Se 
lective Service Appeal Board during 
World War Il. 

On July 1, 1945, after 40° years 
of operating the firm of Buckley 
Dement & Company, his partner Mer 
ritt Dement decided to retire trom 
business. Hlomer Buckley then ar 
ranged to turn over the business to 
a group ol long service employees. 
This group its continuing the business 
today, with William |. Buckley, his 
brother, as president. 

Not willing retire completely, 
Homer proceeded to set up an ad- 
vertising agency, in which he ts now 
engaged (with two associates .. . both 
young men) under the operating 
name of Robertson, Buckley & Gotsch, 
agency catering to 
dustrial accounts, with special em 
phasis on creative direct mail planning 
and writing. 

That about wraps up the story of 
a full and ftruittul lite. A’ lite of 
service to his fellow men... and 
to the industry he loved and tostered 

Today, Homer lives fairly quietly 
with his wite, Lucille, at 5555 Sheri- 
dan Road, Chicago. An only daughter, 
Pat, is Mrs. Vincent Murphy ot Man 
ville, Rhode Island. 

Homer will be turther honored with 
celebrations of his fittieth anniversary 
during the Direct Mail Advertising 


\ssociation Convention, September 12 
to 14 at the Morrison Hotel, ¢ hicago 
ble has been named honorary yeneral 
chairman, with Dave Harrington, 
president of Donnelley's, doing the 


hard work as acting general chairman. 


When you attend the convention 
in’ Cho iyo, try to yet a chance to 


shake the hand of the keen-eyed, 

friendly Dean of Direct Mail Men 
This salute may help you appreciat 

him more. He can stimulate you to 


search for yvreen pastur H H 
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your 


magnet 
to sales 


attraction 


and 
returns 


Powerful mailing pulls the best returns. The 
inspired use of color, design, and embossing on Cupples 
Personalized envelopes will give your mailing added 
POWER where it needs itt) THE ENVELOPE. 

Unless your advertising is seen, its power to sell is lost 
The return power of Cupples Personalized envelopes is 


positive. Call your nearest Cupples representative and 


let him prove it to you. 
upples 


envelope co., ine. 
360 Furman Street + Brooklyn 1, New York 
TRiangle 5-6285 


Offices in Boston, Washington & Philadelphia 
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Learn hour 
AUTOMATIC 
TYPING 


INCREASES 
LETTER PULLING 
POWER 


FREE new 
16-page booklet 
tells the story 
Send for your copy 


The effect of a personally 
typed letter cannot be de 
nied. A typewritten appeal of 
the right sort, on any worthy 
product or service, means 
success. The only question ts, 
how can the cost be held 
down within the range of the 
item you are promoting? 
Auto-typist provides the an- 
swer. 

How to use individualized 
Auto-typist letters 1s thor 
oughly discussed in the book- 
let. Proven techniques of 
letter writing, follow-up and 
general correspondence are 
covered, also. Fill out the 
coupon to receive your copy. 


World's Largest Manufacturer of 
Prneumetic Typing Equipment 


AMERICAN AUTOMATIC 

TYPEWRITER COMPANY 

Dept 25 

2323 North Pulaski Read, Chicago 39, Ill 
Contiomen 

Piease send me copy of ‘Quantity with Qual 
ity through Auto typist Personalised Letters 


Nome 


Company & Title 


City lone Stote 


We weicome y jrect ma 
Short Notes 


Department, The Reporter of Dire 


deas and news items for 
Me 


Send al! material to 


224-7th St., Garden City, N.Y 


this department 


Advertising 


THE POST OFFICE DEPT. 


to be launching another periodic 


seems 
crack- 
down on strict observance of postal 
regulations. We've received reports from 
several mailers (especially publi- 
jrd Class material 


because 


large 
cations) that 
was being returned 
properly tied or didn't meet other speci- 
fications. One publisher had one 
half million mailed from 
90 different 
bundles 


their 
it wasn't 


large 
pieces to be 
P.O.s. Many complained 
were improperly tied. 
mailer; received a P.O. re- 
gadget mailing. Best 
with regu- 


because 
Another 
fusal to 
rule of thumb is to comply 
lations while planning your mail. If in 
doubt, always check FIRST with your 
local Post Office or the Postal Manual. 


accept a 


“ee 


AGENCY services 
outlined in a 
recently 


ADVERTISING 
and functions are neatly 
new booklet | for 
published by the League of Advertising 
220 W. 42nd St., New 

The 16-page booklet 


understand the 


businessmen 


Agencies, Inc., 

York 36, N.Y. 
helps businessmen how 
agency serves the client, how to properly 
select an and the 
can get the most from his agency. Single 
cost by 


address. 


agency, how client 
can be obtained at no 


LAA at the 


£7) 


BLOOPER! Many careful 
have called our attention to the blooper 
In an editorial 
statement 


coptes 


writing to above 


readers 


issue. 
to correct a 
where he referred 


in the February 
note we intended 
in Bus Reed's column 
to a formula for writing created by Cy 
Frailey. We asked, “Wasn't i Rudolf 
Flesch?” It was okay on the original 
manuscript but the printer changed it 
to “Randolph.” Glad to know we 
being checked by so many proofreaders. 
About the same thing happened in the 
Morch describing Doug 
Mahoney's attention 
to 4 previous article by titled 
“Don't Cry Woof!” On the manuscript 
the printer received was a warning that 


are 


when 


We 


issue 
called 
him, 


work. 


“woof” was to be spelled exactly as is. 
But the final copy appeared with “Don't 
Dry Woof!” Mistakes happen 


when you are trying to correct a mistake. 


usually 


GOLDEN COPY DEPT.: We picked 
up this nugget of copy nonsense on a4 
table card in a restaurant, and 
we're passing it on for anyone 
feels as romantic about gin as its 
writer: “TO A GOLDEN DRY MAR- 
TINI: — Behold the beauty of this eye's 
delight . the crisp gold of 
harvest moon. Treasure the sight for 
a while yet longer, before you taste, 
as reflected light plays music on liquid 
gold. Now and wonder... at 
the piquant dryness, the satin smoothness, 
the triumph of the sense of 
taste. For a good Martini is a fine and 
noble art . but a Golden Dry Martini 
made with Seagram's Golden Gin, brings 
this art to full and glorious maturity.” 
We “matured” with mar- 
tunis was when he got 


this 


tent 
here 


who 


cool, 


taste 


exquisite 


wonder how 
the copywriter 
inspiration. 


| CRAFTINT CO. of Cleveland, 
Ohio, has just published a mammoth 
catalog of their line of graphic arts aids. 
Contains hundreds of paste-up shading 
patterns and alphabets, as well as 59 
patterns of their chemically treated draw- 
ing paper with hidden tones for shading 
effects. The well worth in- 
vestigating for ideas to trim production 
costs. Write to Craftint at 1615 Collamer 
Cleveland. 


catalog is 


Ave., 


£3) 


LEON OLSEN of Eden, New York, 
has hit on what seems to be a livewire 
mail order idea. He's established Na- 
tional Diploma Co., specializing in novel 
diplomas for small fry. Leon and artist 
John Allen developed a line of 
colorful, lithographed diplomas to be 
awarded to “Bachelor of Rhymes” 
children who have learned their nursery 
The diplomas are all sold by 
mail to elementary schools around the 
country. With each order for “Bachelor 
of Rhymes” diplomas, the principal of 
school gets an honorary “Dr. of Rhymes” 
and his kindergarten teachers are award- 
ed honorary “Master of Rhymes” degrees. 
Clever idea. 


Van 


rhymes. 
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service 
service 
service 
service 
service 
service 
service 
ervic 


mailing list 
broker 


Names Unlimited, Inc. has, for 27 years, given personal 
and eager attention to the needs of mailers and list 
owners. Chartered member of the National Council of 
Mailing List Brokers. 


Service 


If you would like to a eTvl Pa 

MAILPRS LLETIS 
d i note o wer 
your letterhead Vv Cc 


sel LCE 


CArTTI RA 


service 
TV 1ce 


¥ 


unlimited 


unlimited 
unlimited 
unlimited 
unlimited 
unlimited 
unlimited 
unlimited 


unlimité 


2d 


unlimited 


un 
un 
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limited 
imited 
imited 
imited 
imited 
mited 
imited 
limited 
limited 
imited 
limited 
limited 
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Reply-O-Letter people THE RECLINING FIGURE: Davis, 9 


Delaney, Inc., New York printers at 

. 141 E. 25th St., used this unusual press 

round out our Cireulation shot to bring attention to the fact that 
they are the only printing plant in the 

country with five-color, twin Miehle 76 


Promotion 


Team” 


presses. The $600,000 twin presses han- 
says dle a gigantic 52" x 76” sheet... 
dramatized here by the 6° 4” form of 
EVERETI GELLERT, model Bettine Ottlet. D,D will send you 
Publisher, MODERN a sample of the huge press sheet .. . 


PHOTOGRAPHY but unfortunately, Bettine’s too big to 
I. 
MAGAZINE 


—_ 
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16,000 NAMES of agricultural lead- 
ers are listed in the new 40th Annual 
County Agents Directory, published by 9 
the Agricultural Leader's Digest, 139 
N. Clark St., Chicago 2, Ill. The most 
complete listing of its kind, the directory 
gives names and addresses of agricultural 
agents, organizations, associations, etc., 
as well as recent changes in the U. S. 
Dept. of Agriculture. Price is $5.00 


per copy. 


“We began using Reply-O-Letters just 


about the same time we acquired Modern 


Photography They've been our work. 
pray 


horse ever since, Reply-O's copy writers 


7) 


QUALITY WITH QUANTITY 


and idea men work closely with our Cir- 


culation Manager, Milton Gorbulew, and write for is a good little booklet about the Auto- 
Typist, published by American Auto- 
Promotion Manager, Roy Green, The re- FREE BOOKLET matic Typewriter Co., 2323 N. Pulaski 
We invite tests of 5,000 Rd., Chicago 39, Ill. The 16-page. 
sult has been a steady rise in our mail to 10,000 Reply-O-Letters 


from mail users who 
circulation figures from 17,000 to 70,000, when satished with the re- 


es sults, can then mail in 
We like hav ing Reply on our team. larger quantities 


The booklet, “ir was an- 
SWERS THEY WANTED” 


makes good reading for 


anvone who uses the mails. 
Send for your free copy 
today 


the illustrated booklet gives tips and tech- 


niques on injecting the personal touch 


reply-o-letter into repetitive correspondence, and lists 


THE REPLY-O PRODUCTS CO. I volume 
7 Central Park West etters can used ettectively. 


New York 23, N. Y. 


fice dost 
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iS OLD COUNCIL TREE BOND 


It is made entirely of new cotton. It will last 


forever. 


The long cotton fibers give it great strength so 
it can be handled continuously without breaking 
down. You can type and erase without marring 
the surface 


~ Titanium has been added to increase its 
whiteness and reduce show through. A touch 
of blue has also been added to further in 
crease the appearance of whiteness. 


It is used for life insurance policies, forms, 
certificates and other important documents 


It is primarily used for letterheads that require 


the utmost in prestige. When you need the 
very best in a business paper, we recommend 
“Old Council Tree Bond" made of 100% new 
cotton by the Neenah Paper Company. 


Please send me the booklet, ‘The Facts about F 
The Quality" and samples of your finest rag a wages 
content papers. 


Segnoture 


Attach to your letterhead and mail to 


NEENAH PAPER COMPANY 
Neenah, Wisconsin 
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It is primarily used for letterheads that require 


LETTERGUIDE is the name of a 
new device for making precisioned hand 
lettering. It has an adjustable arm scrib- 
er that can reduce, enlarge or slant 
letters from a stationery templet. Tem- 
range of 


plets are available in a wide 


type styles and sizes up to 2”. The 


Scriber sells for $10.50 with templet 
prices averaging around $10 to $12 per 
font. You can get an illustrated booklet 
information by 
Letterguide at Box 99, 


Station, Lincoln, Nebr. 


writing to 


State 


and more 
House 


eee 


HOUSE MAGAZINES got a_ big 
boost in a page-one article in the Wall 
Street Journal (March 24th issue). Jour 
nal writer Ray Vicker says management 
today is paying very close attention to 
house magazines... realizing more than 
ever their worth as sales and problem 
solving tools. The Journal piece profiles 
a number of outstanding publications, ex- 
plaining how they boost production, sales, 
and reduce costs and accidents. If you 
missed the article, write to the WSJ at 
44 Broad St... New York 4, N.Y. 


LEZIUS-HILES CO., one of Ohio's 
oldest and largest printers, has moved 
into a new plant at Chester Ave. and 
E. 61st St., 
doubles the space formerly occupied by 


Rockwell Ave. in 


Cleveland. The new location 


the firm at 1125 


With 50,000 


space, their new 


Cleveland's printers’ row 
square feet of floor 
building was formerly owned by a large 
industrial concern. L-H completely re- 
vamped it to house their creative, art 
and produc thon de partments on the 
second floor, with all printing operations 


on the ground floor 
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Neenah, Wisconsin 


PUBLICITY POSTAGE doesn't seem 
to bother many ad agencies and p.r. 
outfits. They waste enough of it during 
a year to hire mailing help that would 
make sure it wasn't. Example: Here's a 
single photo and a short nine-line caption 
from a leading drum beater who should 
know better. The pix was “protected” 


by a hunk of stock thick enough to 
make a surf board. Postage: 15c¢. “Pro- 
tection”: Very littl ... the photo was 


marred with a paper clip used to “attach’ 
the cut line. And 
agencies don't care about publicity post 
(they mail free). Their 
Example 


some government 
age either, 
“packaging” is just as bad. 
One bureau mailed out an 8's" x 11” 
release in a whopping 12" x 16” envelope. 
Moral: By all means, make sure your 
photos and releases reach editors in good 
condition but don't spend a fortune 
wrapping them as though they were a 


dozen eggs. 


COMPANY 
has just booklet 
designed to help their 3000 mutual fund 


THE WELLINGTON 
published 16-page 
dealers plan direct mail campaigns. It 
contains 14 special-purpose letters, plus 
helpful 


mail. Each letter is aimed at one par 
mutual fund 


hints on how to handle direct 
ticular segment of the 
market, and is written to imtroduce the 
Wellington prospectus and other litera 
ture. Wellington dealer relations manager 
Milton Fox Martin says the direct mail 
booklet is a big feature im their com 


plete dealer sales aid program. 


40,000 COPIES of American Wood 
Type Mfg. Co's new 1955 catalog have 
been mailed out to printers and other 
graphic arts plants. The annual catalog 
has been prepared every year since 1952 


by Rube Mandel, 


The °55 edition has 256 pages 


president of the com 
pany. 
of illustrations, showing wood and 
metal types, printing and offset supplies, 
bindery and composing equipment and 
machinery, etc. You can get a copy by 
writing to Mr. Mandel at 35 W. trd 


St., New York 12, N.Y. 


DO YOU KNOW how many shop 
ping centers there are in the United 
States? John H. 
W. S. Ponton, Inc., 
in Englewood, N.J., recently got a re 


Rochow, president of 
mailing list compilers 
Ponton research 


quest for such a list 


of many sources uncovered a total of 
about 520 shopping centers. It was a 
because “> 


springing up 


tough list to compile 


many new centers are 


every day. 


Solve your 
MAIL 


HANDLING. 
PROBLEMS 


vee 


Write for ‘ 
the new (CIIRKIN 


MAIL ROOM and COLLATING 


CATALOG 


CORBIN Mail Room and Collating Equip- 


ment reduces work motions, ends congestion, 


handles larger quantities of mail in less time. 
Used in the majority of U. S. Post Offices, 
and in leading firms, universities and insti- 
tutions. It's the answer to your need for fast, 
efficient mail handling! 


Size and capacity 
to meet your tt 


requirements 


| Wood Products Division, Dept @C 


| The American Hardware Corporation 

Hornell, New York 

| Send illustrated literature and prices on | 
Corbin Mail Room and Collating Equip- 

| ment and related products | 

| NAME | 
FIRM 

| ciry ZONE 
STATE | 


~—-UMPANY 


2 ONTIN mt 
Wy 
ia. 
_ 
13 


A 
‘it’s in the ‘bag: 


increased returns 
when your 
envelopes are 


designed 


by 


TENSION 
ENVELOPE 
CORP. 


wew YORK * ‘522 Filth Avenve 
ST. LOUIS 10, MO. S00! Southwest Ave 
MINMEAPOLIS 1, MINN. 129 Morth Ind 


DES MOINES 14, + 1912 Grond Avenve 
CITY MO. 19th & Campbell Sts. 
FT. WORTH 12, TEXAS + S900 East Resedele 


DICKIE- 
RAYMOND 


DIRECT ADVERTISING 
and 
SALES PROMOTION 


for 34 Years 


Planning 
Writing 
Production 


470 ATLANTIC AVENUB 
BOSTON 
228 PARK AVENUE 
NEW YORK 
109 CHURCH STREET 
NEW HAVEN 


on direct advertising 

MAKE DOLLARS 
Now you can scent any 
kind of paper with any 
fragrance on any press! 


HERE’S HOW... 
Wash the press, put 
FPO COMPOUND 
in the ink fountain. Use a 
blank tint plate and run 
the printed paper through 
the press again. 


* All Flower or Modern Fragrances 
* Food Aromas and Odors 
* Many, Many others 


FRAGRANCE PROCESS 


SULLIVAN STREET 

NEW YORK 
PHONE: MO 3.1582 


LUKE KAISER, the “Texantics 
Unlimited” titan who's made quite a 
mail order success selling zany toys and 
gimmicks from Texas, has come up with 
another good idea .. . patterned after 
his popular Texas Bucks. The new take- 
off on the “buck” idea has a worthwhile 
purpose as it promotes highway safety. 


Called “Safety Bucks”, the bills come 
100 denominations ... as reminder 
of the average property damage per car 
accident. “Bucks” cover every safe driv- 
ing situation. Center picture of a young 
boy is captioned: “A future president 
of the U.S... . if you let him live.” 
While Safety Bucks are a natural for 
insurance companies, Luke's first order 
for them came from a midwest lumber 
man who ordered 1,250,000 from just 
a pencil sketch! Write Luke at 620 
Texas Ave., Houston 2, for a sample. 
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WHEELRIGHT WOOD GRAIN 
COVER is an unusual stock you should 
investigate for summer mailings. Par- 
ticularly good for summer resorts, an- 
tique shops, lumber companies, ete. 


Write to Frank Gerhart at Mead Sales 
Co., 118 W. Ist St., Dayton, Ohio, 
and ask him for their new portfolio of 
samples. It shows some of the unusual 
effects you can get from Wood Grain 
Cover . . . printing it by either letter- 
press, offset or silk screen. 
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ke 
Thy 
: 
— 
There’s only 
One 
> 
> 
In 


NEW DEVELOPMENTS in full- | 
color gravure printing on transparent ART WORK BY MAIL 
material might be adapted by direct Plan, copy, sketches and finished art w 
mail users. In the past, fine screen and tt 
halftone qualities weren't possible due 


to printing with rubber plates used in 


the flexograph process. Now Goodstix 
transparent signs produced by Goodren 
Products, Englewood, N.J., are being 
printed in full-color halftone by gravure. 


ALABAMA 


> 

> 


say I have designed letterheads for 
~~ 

—_ a great many firms and a wide 


variety of products and services 


in all parts of the country 


The signs give a beautiful dimensional 
If you are planning a new 


effect, utilizing full-color, fine screen 

reproduction on a base of white. An letterhead why not have me d ewe ¥ 
other development is the use of Dayglo a rough sketch or two ertisin compan le 
fluorescent colors for the flexographic If vou would like more information ome 


process. Transparent signs in Dayglo are 
a dazzling attention-getter. Perhaps the as to cost, time needed for 
new display medium can be used to delivery or samples of my work 
create some unusual direct mail formats just write me a letter 


and effects. 


DRAKE PRESS, 333 S. Broad St., 
Philadelphia, Pa., marked their 20th e 


RAYMOND LUFKIN py, desivn, illustrations and typowraphy BY MAIL 
124 West Clinton Avenue, Tenafly, New Jersey. ENglewood 3.4360 


THE NUMBERS 


“Gentlemen, putting those 
Anniversary with a special issue of their / 

magic number sets in the out 
going mail sure is bringing in 


the results 


Wat 


For a Direct Mail gadget that turns 
each person receiving one into a walk 
ing billboard for your product or ser 
vices try using the magic number 
sets. | will be glad to send you « sam 
ple without charge or obligation Just 
drop a note to 


Franklin €. Wertheim 


DIRECT MAIL CONSULIANITI 
179-15 Jamaica Avenue 
JAMAICA 32, N. Y. 

The Man With The ‘Modest bees 


DDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 


h.m., Drake Impressions. Against a back book or write to The Elliott 
ground of unusual modern patterns and 

designs the pocket-sized publication Ad lressing M achine Co 1 000 000 names 
traced some of the highlights in Drake's 


history since 1935. Good design by 1,000 or 1,000,000 


Joseph Gering makes this h.m. a stand- 


39, Mass. 
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Penny Label Company 


A DEAD 


A Report by Henry Hoke 


A Lrnevon “patron mail” or simpli 
fied addressing died an unnatural 
March 3lst... 2 looks 


newspapers are not yong to 


death on 
like the 
illow the public to forget about “junk 
mail”, Just as we predicted, the com 
newspaper attack on patron 


issault on all third class 


or advertising mail 


marl was an 


The screwiest angle to the whole 


alla was the way many newspapers 
at the last moment actually ased 
patron mail to blanket ther own 


neighborhood to solicit subscriptions 
We have samples trom all around. In 
othces ol 
hated (but 


protitable ) system which the editorial 


other words, the business 


the wspapers used the 
departments (nudged by the adver 
tising ) deplored. 

Many 
ed the 
gleetul editorials slanted in most cases 


against all third class 


kditor and Publisher (trade 
ot the publishers) praised the 
ford (Conn.) 


hewspaper editorials celebrat 


demise ot patron mail with 


bible 
Hart- 
Times tor assuring its 
advertising readers that even though 
punk 


le dented A 


mail” is dead they are not to 
Then ut 
Times 


usetul service 


pointed out that to reach the 


114,920 crculation with “junk mail” 
would cost $1,723.80 while a full 
page ad in Times would cost only 
$528 ( This on delivery — cost 


alone, exclusive of printing cost tor 


circulars, ct ) 


kiditor and 
the Winsted 


eflective 


Publisher also praised 
(Conn.) Citizen tor its 
work in pointing out that to 
A postal card to Citizen circula 
$67.66 tor 


send 
tion would cost postage 
while the same space m the 


every day except Sunday 


alone 
new spaper 


DUCK STILL 


LIVES 


This May Be An Answer To The Continuing 


Newspaper 


for a month would cost only $58.50. 


(The old Brisbane tallacious argu 
ment). 
So . it seems like a dead duck 


is still alive. Unless sane minds im 
the newspaper management field con 
others 


vince the stop being petty 


direct’ maa people will have to 
find some way to fight back. 


Many 


cles urged 


months ago, Reporter arti 


lox al 


creators to use the 


printers and direct 


maul newspaper 
attacks as a basis tor constructive but 
competitive selling. A tew did. But 
the best job in the whole country in 
our opinion has been done by Claude 
Girizzard, Ir. and his side-kick Lewis 
T. Gordon, Jr., who guide the think- 
\dver 
Ayency 

Atlanta 3, 


ing and destinies of Grizzard 
tising: “A Mail Advertising 
44? West Peachtree Street, 
Creorgia 

Shortly atter the 
started last tall, Claude and Lew de- 


newspaper attacks 
veloped a series of carefully planned 
letters to be sent to Atlanta area busi 
ness executives one point, the 
intervals stepped up to onea 
week They were all 


Wish we had 


continuing series since the start 


were 
good letters 
room tor the whole 
but we'll give you here five of the 


hest 


kven though slanted at selling a 


particular direct mail service, we 
The Reporter, 
users and producers alike, will enjoy 
the copy. Pay 
the letters we 
and (5) 


the sequence 


believe all readers of 
particular attention to 
have marked as (3) 
although those are not 
numbers of the much 
longer series. 

Some of you may want to write to 


Claude and/or Lew with a verbal 


Attacks Against Direct Mail 


pat for an intelligent and courageous 


selling job 


Letter No. 1: 
(Mailed January 3, 1955) 


Mr John 
] hn Manutactur y " in 


The mounting i new per acdvert 
ha i er ca robles t 
sverage retaiior 
ws petition wath big retailers who 
mipiete chominate the paper train 
to puta if im lh “i Thursda on 
Sunda edition onl to find that he ws in 
1 paper that t page for 
ulvertiser, 10) pages tor vother and perhap 
nnplete thon | thord 
ulvertsing completel lost om such 
circumstance 
This ws bemg severe felt by many retar 
ulvertiser Un the iter the u are 
ratha iw wice esult trom 
thew Iverthu i ha 
evnient the relative mall 


ty attract attention 


The mmswer tor man ha been the mal 


To furniture executive have 
ni tomer have bought tro 
m the ast tw i an moentrating 
nivertising » get thei 
busine wt ca han 
and preparing resulttul nivertising to 
ustomer ind clecta or pect for re 
tailer all wer the South It i are shaving 
trouble with ur ma uivertising et 
talk with er rorrRotion 
tha wil mn th ighest t 
dollar uvested 
ADVERTISING 
(Signed 
Claude Grzzar Ir 
Continued on page | 
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. 
ar 
¥ 
3 of 
one 
7 


ressul have th vice discontinued w 
Letter No 2: hore cxible if ni ie ie pre ire 
sa . Mar xdvertisers have tound that the can would like to make just a tew comment 
tal a larg eruen of first 
(Mailed February 7, 1955) : 
i certs gx dollar int direct advertising to lA ni adverse 
tomer im clected market Just addres mal wa know 
Mr. John thi Customer Court news pape he were losing 
John Doe Manutact in ield in advance of sale svdvertised ing revenue 
mta, Gra thre bolic tt wi bring 19 more busine rhe t Office was making a profi 
Dear Mr. Dow ur da cserve custorn uss of mal, recewing sever eight 
be realized tron the entuc cived from newspaper 
M 
‘ \ an ire interest ve sha glad 
new if f spproximate 
if in cam ‘ t the nave ite 
4 “wo di 
\ then \ market to mn Sincere uted in ta per month, That shout 
to expand ane go alter Une (Signed) four 
entre narket Db nivertising im Claude Grizzard Ir 
risers from samplitied 
da nail / they di 
i im! etal net ite if that re Th “an tise 
re wv tie the 4 vivant ( Aanging nie fof 
advons rede the users 
in best Letter No. 4: id ip TT, 
huve made arrangements ij send thew piece 
W hene the “ clective sed om moplif j dds 
nection with ‘ t! yblem almost (Mailed March 11, 1955) 
in use Ind uric, there has 
i ect Wha No sthie 
Mr. Jol dove hange in mplifred distribution 
cium im » etlective entrat 
Doe Manutacturning Compan “ral route rholder 
the Act Visi tir ta 
. Atlanta, Gra It wh we dul not have 
Dear Mr. Dec thing to i this there vere 
Hlere t tent mothe reason barst, we pecmlize person 
vith nha ile that | ~ 
etlect t Cwizzard O)-Matic let ized al means that 
n vhih 1 un ure ou will = be ewe ming dos to an 
tithe it tual nutict 
sir t letter a uu oare ‘ int fight newspaper 
tus talk with 1 about t mail, We 
cading, Mr. Doe, a promunent Atlanta men have another mewspayn 
u if i etal 4 
4 thing tore made one contact with umactive clue however that thes com 
4 ation 
| nts ranging tr to % year ent houkl be made because lot of 
i ’ 
ul att bought The total num vere iblished about 
accounts t which this personal letter tenes te retlect m al Lasse al 
C,RIZZARDD ADVERTISING, writtet wa is] No ther contact th the t growing tedium of 
signed vas made with these people. Sixty da ater uilvertising 
Claude ] hecking thew ledger the discovered 
Coordiall 
t these 4510 people had reopened 
/ 
‘ unt 13.7% of the total number (,RIZZARDD AIOVERTISING, 
ted (Signed) 
| 
The most interesting picture to the store Claude Grizzard, Jr 
Letter No. 3: however, the $26,500 gross busine 
which the dud trom these account ata 
less than $800.00! Think of at Belore we drop the still alive dead 
init but | oduced ubstantial busine 
I) ‘ Add t on the postal Situation are order 
it Thursda Journal the number of peopl whe have come in By the time this issue reaches you, 
It ' Ivertiser that 60 day check amt the number he arings will possibly opening and 
advertising m it idditional purchase made | continuing on the postal rate 
, have reopened the ccount 1 you 
In additnen there was a tood section of bills. You'll be bombarded with bulle 
tisit nal what esult thi ingle 
; total () Math etter ruluced tor thi tore from your ct 
of the 100. Incidentally, if you haven't already checked ticularly from DMAA, Associated 
62 pages of the 100 
rage i about 540.00 per customer Third ( lass Mall sers, National 
lhere were othe tise nm the per 
: O epresentatives would be most Council of Business Mail, Parcel Post 
ught if i in ‘ M 
ca Assocation and the newly organized 
in use i ntact wit 
t un nt a I aM Association of First Class Maal Users 
i t rin ‘ ow 
to > for ut eration. A telenhane ll wi Congressional Hotel Room 104, 300 
it i " nvemen New Jer “y Avenue S W ishing 
ave t yet attention wu with 
Cordia ton, ¢ 
thes ik i ertiser 
C,RIZZART) ADVERTISING 
fied and ‘ You should ibsorb i much ih 
Claude Grizzard, Jr formation as you can that you 
can talk intelligently when necessary 
i per there vere 
% ‘ with Conyressmen or other con 
cal 
The ret Atlant mpara Letter No. 5: tused individuals 
parable 
ne alt 1} |? ( ( 
Post Othee ost certainment 
suartet it (Scheduled for April mailing) 
Report for 1954 fiscal is now avaslable 
rt t ‘ with a Dear Mr. Jone It's worth the dollar charged by Su 
ny t VA permtendent ol Document Crovern 
Yet wit ane fte that all furor an ing a ment Printing Otfice, Washington 25 


When we published our analysis of 


MAY, 1955 


the postal me im bebruary orn just Page | of Table 41 appearing on 


readers wondered whether (or hoped) Page 74 of report. This covers all the 
ve could prove our figures which had important classes but doesn’t show the 
hen computed by combining rious pecial services, tranked mail (cred 
eparate imdexe m the 1953 fiscal ited), registry tees, etc., which brought 
report. This year, the Post Ottice did total revenue in fiscal 1954 to a top 
the combining ind tor the first high of $2, 74,516,717. 

tune published a summary of reven Study the figures carefully and you'll 
total piece weights that the Reporter’ February 
etc, Well take the room to publish analysis was and is correct. Add the 


“IDEAS FOR INDUSTRY” 


is the name of « new organization headed by direct mail-sales promotion creator Murray 
Deimatch (formerly with the Frank H. Lee Company, New York), Murray's latest and most 
popular “idea” is Greeting Cards for industry @ series of neatly designed stock messages 
covering « wide range of business situations. The cards are a natural for establishing cordial 
customer relations. Some of the many subjects include Congrautlatoins, (sent when a change 
or promotion has taken place), Thanks For Being You (sent ae a general good-will mailing, 
etc), Welcome To Our Office (sent either as a general mailing or during market weeks when 
buyers are in town, etc), and shown above, Coming Aftraction (sent as an advance notice 
of « salesman's call) ideas For Industry's address is 24 W. 45th Street, New York 36, N.Y 


TABLE 41 OF THE 1953 
POST OFFICE COST REPORT 


total revenues trom First, Air Mail, 
and Third. Add likewise the weight. 
Then compare that total with 
totals for 2nd class. You'll understand 
very clearly why the Post Otftice De- 
partment is in a mess 

It is staggering under the load of 
billion pounds of publications 
from which it collects only SAV, mil 
lion dollars. Compare this with the 
better than billion dollars col- 
lected for first, au and third for 
handling only 16 \0th billion pounds! 

It doesn't take i mathematical yen 
tus to discover there is something rot 
ten in Denmark (Wd. ¢ that 1s) 

But as one corr pondent points out, 
only one Postmaster GCreneral had the 
temerity to try to do something about 
‘nd Class rates. That was PMG Burle 
son who went in and out with W ood 
row Wilson. He became the most ma 
ligned man of his time. The newspap 
ers really yave him a trimming which 
included complet silence on his 
speeches urging equitable postal rate 


you ati 


We won't attempt to gi 
plete hiyures trom the Cost Ascertain 
ment report on deficits or the cost 
ot handling each class of mail. But 
as Harry McGinnis ot the Associated 
Third Class Mail Users points out 
many ot the fiyures are uspect 
For instance, the 1953 fiscal report 
claims that wt costs the Post Ottice an 
average of 3.03067 cents to handk 
each piece of first class mail. While 
the cost figure tor third class ts tixed 


at an average of 3.13340 cents pet 


piece. 

Hlow could i when the third 
class mail user lon (at his own ex 
ense) mine costly operations which 
/ 


the Post Ottice must do tor tirst class: 
namely pick uy handling, cle 


positing, laciny vortinyg, cancelliny, 


separating (or casing) tlemny, sacking 


Only at the transportation stage do 
the two classes bevin to be the same 
But at ultimate destination, first cla 

is cased and delivered first, while third 
is handled only atter first and second 
has gone through. | ingely im spare 
time. 


Those are some of the irvument 
the days ahead. Some 


prophets predict there wont ln in 


you will need u 


postal rate increase The whole ub 
ject too boygyed dow ot 

tut don't be caught sleeping at the 
switch. Direct mail will need prot 
tion and detender \ dead duck 


lives. 
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With an impressive 
pendent cast and midwest dealers 
handling their product Benjamin 
Moore & Company has now launched 
BENJAMIN MOORE MAILS 
cle ilers on the west oast 


When the (l-year company in 


vaded the west coast with a new plant 
CANNED TRICKS TO CAPTURE atin et a wah 


three years ayo, they already 

number ot L.A 

WEST COAST PAINT DE ig ool 
ALERS are about ‘) of 

men have not been able 

the told so the 

turned over to BM 

iency, Monroe | Dreher 

Rocketeller Plaza, New Yor 
An Advance Report On a Playful Paint Promotion Dreher's drive to ses 

LA dealer 1s based « 

principles tert 

while you 

demonstrate 
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Millers Falls 


Yes, get acquainted with the merchant nearest you. He’s more than happy 
to answer questions, supply you with samples and dummies, consult with your printer. 
Call him now. He’s just a phone call away. 


Paper Co., WE 9138 


ALBANY, 
Hudson Valley Paper Co., Tel. 4-9135 


ALBUQUERQUE, M. 
Graham Paper Company, Tel. 7-6683 


ATLANTA, GA. 
Sioan Paper Co, WA 0653 
GALTIMORE, MOD. 
eese 


BIRMINGHAM, 
Graham Paper Co., Tel. 3-2229 
BOSTON, MASS. 
john Carter & Co., CH 2-6000 
Century Paper Co., HU 2-2505 
Cook-Vivian- indenmeyr Co., 
2-1885 


Co., Fi 7900 
Union Paper & Twine Co., GA 4667 


CHARLOTTE, H.C. 
Cashie Paper Co., Tel. 2.5168 


CHATTANOOGA, TENN. 
Graham Paper Company, Tei 75601 
CHICAGO, HLL. 
Allen Paper Co., FR 2-2468 
Berkshire Papers, inc., CH 3-6100 
Graham Paper Co., AN 30755 


Paper Corp., MU 2600 


Scioto Paper Co., EV 9585 
CLEVELAND, 

Milicraft Paper Co., PR 1-3011 


Carter & Ce., CA 


Paper Co., RA 7258 
BAYTON, 

Jac Paper Co., HE S858 
Paper Co., TA 6281 


Millers Falls Paper Company 


oes 
Pratt Paper Co., Tel. 4-4241 


OETROIT, MICH. 
Seaman-Patrick Paper Co., TA 5-2241 


PASO, TEXAS 
Graham Paper Co., Tel. 2-4573 
Peper Co., OL 3-1481 


ERIE, PA. 
Tet. 2-6280 


Peper Ce., AN 2117 


CALIF. 
Paper Co., Tel. 3-7201 


PA. 
Kotter & Trovte, Yel, 66287 


MARTFORD, CONN. 

John Carter &Co.. A774 

R Paper Co., JA 2-8215 


HOUSTON, TEXAS 
Graham Paper Co., CA 6303 
FLA. 
Paper Tel, 40516 
JACKSON, MISS. 
Graham Paper Co., Tel. 3.4969 


T a. ¥. 
Milicraft Co., Tel. 7-044 
KANSAS CITY, MO. 
Graham Paper Company, NO 3900 
ANOKV! TENN. 
Company, Tel. 50221 


Graham 
LONDON, CANADA 

Fine Papers London Ltd., Tel. 2-7138 
LOS ANGELES, CALIF. 
Zellerbach Paper Co., AN $252 


Louis ay. 
Graham Company, WA 6526 


LUBBOCK, TEXAS 
Graham Paper Company, PO 3-1949 


LYNCHBURG, VA. 
Cashie Paper Co., Tel. 3-1395 


TENN. 
Graham Paper Co., Tel. $822 


Sons 
Peper WA §-4633 


Winfield Paper Corp. 
aham Paper Co., RE 9-2538 


1A, 
Atlantic Paper Co., LO 3-1420 
Paper Co., ‘LO 3-6487 
¢ Merchants, inc., WA 2.0750 
Paper Co., LO 3-1355 
Schwartz & Co.. MA 7.6510 


PITTSBURGH, PA. 
Chatfield & Woods Co., HU 1-2800 


PORTLAND, MAINE 
C. M. Rice Paper Co., Tel. 3-2977 
PROVIDENCE, |. 
Providence Paper Co., GA 1-7600 


PORTLAND, OREGON 
Zellerbach Paper Co.. AT 6311 


RICHMOND, VA. 
Virginia Paper Co.. Tel. 3-424 


ROCHEST Y. 
ewe Ce:, CU 8470 


SACRAMENTO, CALIF. 
Zellerbach Paper Co., Gi 2-6871 


ST. LOUIS, mo. 
Graham Paper Co., MA 1-3355 


omy LAKE UTAM 
lerbach Paper Co., Tel. 7-6406 


TEXAS 
Graham Paper Co., CA 7-9234 


SAN FRANCISCO, CALIF 
Zellerbach Paper Co., EX 2-1631 


SAN CALIF 
ASH. 
Zellerbach Paper Co., LA 7000 


WASH. 


4. & F. B. Garrett Co., Tel. 2-2361 


TOLEDO, OnIO 
Millcratt Paper Co., AD $159 
TORONTO, CAMADA 

Fine Papers Ltd., PL 8741 
Grand & Toy Ltd., EM 4-6481 


TROY, Y. 
Troy Paper Corp., AS 4-5810 
8. 6. 
P. Andrews Paper Co., Li 3-100 
WICHITA, KANS. 
Graham Paper Co., FO 3-1205 


WILMINGTON, DEL. 
Schuytkill Paper Co., Tel. 4-7718 


AND PAPERS 


Nation's First Manufacturer of 25% Cotton Content Onion Skin Millers Falls, Massachusetts 


Send me samples and sample book of Millers Falls Onionskin 
... all 3 finishes, please ...cockle, glazed and smooth. 


And by all means, send the booklet entitled, ‘A One Lessor Course in 
Onionskin'’. | want to know more about how to handle this paper. 


Pac 
| 
Graham Paper Co., GE 3335 
General Paper Corp., AT 2421 
Forest Paper Corp., 
Rourke-Eno Papar co, UN $-4195 
WEW ORLEANS, LA. 
Paper 
Duplicating Papers. inc., OR $-1717 
M. M. Elish Co., CO 7-477 
OX 5-3300 — Eno Paper Co., 7 
Majestic Paper Corp., CA 6-1475 tney-Anderson Paper Co. 
“Ss Steiner Paper Corp., WO Zellerbach Paper Co., HO 6-6744 
= Made Finer 


with the het a small list, a 


concentrated nd a colortul prod 
kl, the ayency has come up with a 
mail howmanship 


both 


CAM 


vering principles as smoothly 


their chent’s product cov inter 


and exteriors 


I he campaign k ced off 


not long 
Zz with a series of teaser postcards, 
establishing — the 
Voore / in Los 
contained nothing more 
ters BMLA, 
a painter tilling in the 

Others finally led up to a 
telling L.A. dealers Moore 


sending them special package. 


theine ‘Benjamin 
First card 


than the let 


Ingeles 
with the second picturing 
words to the 
phrase. 


The package was the first in a series 


ot tour actual Moor paint cans 


used as container to send 


dealers entertaining tricks and gim 


micks that will dramatize Moore 


lling int 


@ The first paint can 


last month ) contained a 


(mailed tate 


roll Of stage 
ioney to tell dealer There's More 


Profits For You When You Sell Moore 
Paint 


@ The second can will hold an amusing 
the color” trick 


which dealer 
can try on thew families and friends 
The trick ¢ m phasize “You Name 
The ( olor \loore Hlas 


Benjamin 


mall box 
ippiest Paint 
When opened the 
if 


@ Third can will have a 
labeled: “Who's The 
Dealer In / / 
dealer will see him in a small 
mirror, a it message inside the 
tells him: “It Could Be You If You 
Hlad A Benjamin Moore Franchise 


that 
Lhe 
Inde pe nd 


bach paint can contal 


short personal Hlarry 
(Christensen, lo iver of 
Moore 
Home 


the paint 
color advertising 
Magazine Section 

mes and merchan 


dising mate 


the town 
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SOME HOT BINDERY PRODUCTION 


en the ractor Compan 


vail booklet utlhed Plidden 


Caterpillar 


re msu©res 


Bindery, Chu yo with mstructions to pre 


hook lets fo 


ecthed 


them them charred 
rob would usually be 


RUSH SOON AS POSSIBLI 


would have taken a month imasmuch as there 


talent 


to the | 


torch ac 


Not 


on 


wire ct 


We 
tricky 


med. Bee 


Arthur 


Bindery president 


d tire eater. The tire eater, a Samoa 


undery the 
revs has mouth then went to we 


only did the bindery finish the yob 


behalt of the graphic arts industry al 


we reporters to the bindery tor 


trim or die-cut 


Peoria, Ub, 


they 


ne 


the booklet 


by 


hed with i blow torch 


\ 


ere 


conventional plumber 


produced i reach 


turned the job over to | 
so they d have an 


orching the ol the 


but the order 
he ites 


OO cope ol the booklet 


Blitstemn vot the hot idea ot hiring 


» Prince 


morning, took a Princ 
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re ord tithe 


wiv of kerosene, tanned 


the lets 


ly the Prine et 


0 brought a flock of newspaper and 
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There's A Big Rainhou 
Breaking On The Idvertising 
Horizon. Now is the time to 


PUT 
MORE 
COLOR 
INTO 
YOUR 
DIRECT 


MAIL 


A report by Dudley Lufkin, 


hield Editor 


Advertising is on the brink of a new 
color bonanza 

With an overall importance being 
placed on color styling for thousands 
of products from cars to carpets 
the tremendous impetus of color tele- 
vision, increased color schedules in 
magazines, and mounting R.O.P. color 
pages in newspapers are making the 
nation more color conscious than ever 
before. The torce of color as a power- 
ful selling tool is proving to advertisers 
every day that one of thre surest ways 
to reach the sales pot of gold is to 
follow the rainbow . now avatiable 
in all media 

The most talked about mass media 
cultivating new color interest ts, of 
course, color television. While black 
and white TV will probably shave a 
lot more peaches betore color set prices 
are shaved within reach of mass ac 
ceptance, color television's rapid pro 
gress has already touched off more 
color advertising activity on all tronts. 

The opening of NB mammoth 
west coast Color City studios in March 
is ony the latest of many ce velopments 
making all media aware of the color 
impact and influence TV will soon 
be generating in hundreds of markets. 
Next tall, tor example, an advertiser 
will be able to buy into an NBC-TV 
olor “spectacular on i one-time 
basis for yust about the same cost as 
1 double truck spread in mass circu- 
lation magazines. With 95 NBC athh 
ates now capable of transmitting some 
60 hours of colorcasting a month, NB¢ 
(as well as the other colorcasting net 
works) wall greatly expand color oper 
ations come tall. Uhe total 
count shows there ar 169 stations 
equipped to transmit color TV to areas 


accounting tor ilmost 7 ‘ ot the 


ot all TV sets. 


homes and nearly 9 

Leading Madison Avenue observers 
have filled the trade press lately with 
opinions on how television's color im 
pact on hundreds of markets will 
affect. other advertising Phinking 
seems to be that the color stimulus 
will spread throughout printed media 
as well. Only the highest budgeted 
advertisers can stand the staggering 
cost of presenting a dynamic, but one 
time message via color TV. Many ex 
perts anticipate competitors with lesser 
budgets will turn to increased use of 
color in longer lasting printed media 
te keep pace with widespread color 
influence .. and so on down the 
line, creating a chain reaction ot more 
color advertising 

Markets conditioned by increased 
color selling will have a definite effect 


on the graphic arts industry . . . and 


THE REPORTER OF DIRECT 


direct mail. As one barometer, Harris- 
Seybold Company, 4510 E. 71st 
Cleveland 5, Ohio, reports that there 
is already an increasing trend toward 
multicolor printing. During the past 
tew months they've filled unusual de- 
mands for more than $2 million worth 
of color presses (see photo on page 
5) and have geared their produc- 
tion schedule to steadily rising color 
press demands. Harris-Seybold chair 
man and president George S. Dively 
sums up the graphic arts business out 
look with these words 


“We cannot fail to stress the con 
tinuing trend toward increased use 
of multicolor printing. Color television 
should begin to make itself felt notice 
ably during the year, strengthening 
the demand for color advertising even 
further. Predictions of several years 
ago that TV would benefit rather 
than detract from graphic arts are 
being borne out. Collateral material 
for requirements of this new media 
has actually bolstered demand for 
permanent, visual-ccommunications of- 
fered by printing.” 


Now is the time to put more color 
into your direct mail. 

Colorwise, direct mail can take ad 
vantage of an almost endless selection 
of different colors which can be used 
in countless flexible formats. The 
Champion Paper and Fibre Company, 
Hamilton, Ohio, reports there are now 
609 different colored paper dyes avail 
able to the papermaking industry. One 
look at the tremendous output of col- 
ored paper sample hooks, and ink 
swatch guides, will show you direct 
mail color varieties are unlimited. In 
vestigate as many as you can tor new 
and unusual color combinations. 


The Importance Of Color 


Paper manufacturers know the big 
role color plays in direct mail influ 
ence. Their colored stocks are the 
result of intensive surveys made by 
leading color experts who measure 
human reactions to thousands of dif 
ferent colors. For example, the colors 
tor Appleton Coated Paper Company's 
new line of Woodbine Enamel are 
based on a survey made by Faber 
tirren, one of the nation’s leading 
color authorities president ot 
American Color Trends of New York. 
He tested hundreds of colors for Ap- 
pleton, styling 13 shades for Woodbine 
Enamel which proved to have the best 
market acceptance. You can get details 
and samples by writing to Appleton 
at Appleton, Wisconsin. 


Envelope manutacturers, too, are 
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constantly selling the advantages of 
color on envelopes as one of direct 
mail's prime selling advantages lest 
have repeatedly shown that the right 
use of color on envelopes—whethert 
its printed, the stock itself, or a com 
bination of both, can boost a mailing’, 
eflectiveness 

But the color Aas to be right. Color 
splashed recklessly yust tor th sake 
of color can do more harm than non 
at all. Consider tor a moment this 
short case history reprinted trom the 
Short Notes Department in the Octo 


ber, 1954 Re porte 


TEST ON ENVELOPES I hie 
Health i W t 
Mich comlucter in test t 
thire t t ‘ had mot 
lonate for thre ( t cA 

On i n 

cle wher ‘ va 
thi wording The 
wutine, wnportant 
Aa 

Frederick an t ( 

Hesse Cor rat tM Hong 
these result I th 
teaser copy produces ‘ re returns thas 
the plain envelope wore cellar 

with 1 larger werage ntributiw 
from the teaser co enve c 


The important point here is that 
the teaser copy itself was responsible 
for the test’s success. The red was 
used sparingly . just enough to 
draw attention to the teaser box under 
the corner card. A solid red envelope 

without the teaser cOpy might not 
have fared as well as the plain en 
velope Remember that color itself is 


not as important as how it is used 


Some Good Color Studies 


Realizing the complexities involved 


in the proper use of color on en 
velopes, several envelope manutlactur 
ers have shed a lot of light on the 
subject by devoting issues of their 
house magazines to color studies. One 
of the most popular was the fall, 1954, 
issue of Envelope Economies pub 
lished by Tension Envelope Corpora 
tion, and um pbell Kansas 
City 8, Missouri. It was the first issue 


of the popular magazine published in 


full color . containing a study on 
the “Influence of Color by color 
analyst Suzanne Caygill 

Miss Caygill analyzed Spring, Sun 
mer, Fall and Winter type personal 
ties who react to different color shade: 
Full color photos typily the easonal 
colors and under them, Mis: 


Caygill recommends colors to use in 
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The trend to four-color presses is rapidly increasing, according to Harris-Seybold Co, 
where this photo of almost $2 million worth of offset presses under construction 
was made recently. The company reports that hypoed color demands have stepped 
up production at their Harris Division plant in Cleveland, Ohio, which is receiving 
accelerated orders for four-color Harris presses with larger sheet sizes. The 52x76" 
of the company’s total press erection space 


color presses above show only 20’ 


all of which is in high-gear production to meet the big demand for color printing 


One of the best of many recent color studies was published in Envelope Economies, 
popular house magazine of the Tension Envelope Corp., Kansas City, Mo. In a feature 
issue devoted entirely to the subject, expert Suzanne Caygill gave a detailed analysis 
on the “Influence of Color.” The chart below, reprinted from the Envelope Economies 
feature issue, summarizes some of her advice in relationship to business and adver 


tising approach 


CHART OF COLOR AND TYPE RELATIONSHIP FOR ADVERTISING 


Type of Business Approach | 

Speclalties Novelty T 

Gadgets 

Machinery and Technical 

Equipment 

High Fashion Elegant T 

Medicinal 

Academic 

Banking and Trust | Proposal T 
Indirect 

Insurance | Suggestive 

Selling 

Supplies Functional 

Drugs 

Cosmetics 

Food Stuffs Physical 

Tadustrial and Advancement | 

Utility | 

KdvertTsing Promotional 


Color 


~ Bright, gay, 
decorative, triadic 


Strong, bright, deci 
sive, one-color accent 


Low valued neutral or 
Analogous harmony 


Restrained grey 
biue, black, white 


Grey, grey-blue 
monochromatic j 


Vital. Infense Color 


solit complements 
Strong pull 

Clear, light, true 
to value, no brown 
Black and white 
Biue and white 
Grey and red 

No confusion 

All 


Typewriter 
All 


Roman Book 

L. C. Smith 

Large Book Type 

Smith & Corona 

Script-46.10 Pitch 

(BM Elite Back Slant 

Elite Specul 
Spacing 

18M Executive Heritage 

1BM Cloister Pica 


Smith & Corona 
Elite Gothic Type 
16€-12 Pitch 


Pica (Underwood 
41.10 Pitch 


Large Elite 

44.10 Pitch 

18M Executive 1 
Copper Pilate Gothic 


LC. Smith Basic 
Writing 67-6 Pitch 
Large Roman Gothic | 


Effect 
Gain possession 


Accuracy 
Appeal mechanical ming 


Finesse 


Stimulate 
Ornamentation 


Will to learn or test 
Authority 


Dependence or 
independence 


Sense of rightness 
Fitness of thing 


Stimulate appetite 


Emotion of nourishment 


To create better 
living conditions 


Dramatize and 
Emphasize 
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\ow...lelephones to match your decorative scheme... 


new COMNVENiences 
for Bell telephone users 


8 new Colors 
to brighten your home 


This full color, double page spread in leading shelter magazines is only one example how 
kers are being sold the modern concept of color in the home 


with detatled information 


m rel tionship to 


md advertising approach America, Cheskin 


Excerpts trom his popu 


Carden City Envelope Company printed in The Postmark to point out 


Michigan Bell Telephone Co., Detroit, used this dynamic, 6-color, pop-up folder to sell color 
in a “Fitting The Phone To Modern Living” promotion. The pop-up house featured miniature 
cut-out colored phones for planning decorating color 


logical value making them muc:. 


more than mere containers. His ad 
ie is well worth following when 


it comes to direct mail color planning 


Color Sells Color 


One of the best demonstrations of 
what 1s being done with color in ad 
ertising today is a big institutional 
campaign designed to sell... color 
The campaign is focused on that in 


dispensable home and business tool 


the telephone. The impressive 
message is directed to millions of 
color-conscious home owners .. . tell 


ing them how they can add decor 
to their home color plans by installing 
ncw colored telephones mace by We st 
ern Electric, manutlacturing unit ot 
the Bell System 


Just as ‘direct mail, envelopes today 


shou adhe more than mere containers, 
the campargn shows that modern tele 
phones should be more than mere 


black electronic fixtures. Full color, 
double-page ads leading national 
magazines drive home the message 
by announcing: “Nou Telephones 
To Match Your Decorative Scheme 
kight New Colors To Brighten You 

These spreads back up extensive 
color telephone promotions created lo 
cally by regional Bell Telephone com- 
panies One of the most outstanding 
among these is the Michigan Bell 
Telephone Company's “Fitung The 
Phone lo Modern Living promo 
tion. Centered in the Detroit area, 
Michigan Bell staged a home decorat 
ing lecture series titled “Color Comes 
Calling’, teaturing New York home 
decorating consultant Mrs. Florence B. 


| rhut 
A Spectacular Color Folder 


lo comeide with the emphasis on 
color design the modern home 
Michigan Bell sent out 25,0000 spe 
tacular tolders to introduce the mod 
ern concept ot colored telephones lor 
junctional home decoration. Produced 
in six colors by Castle Offset Printing 
Corporation, 421 Lludson St, New 
York 14, New York, the tolder wa 


a masterful job of showmanship 


loaded with realism and action. 


When the 9% « II” folder was 
opened, it revealed two die cut, pop 
up rooms back to back. One was 
i modern living room, the other a 
modern kitchen . both die cut in 


three dimension. A variety of minia 


ture col rec telephones were il du 


cut into the tolder with these instruc 


tions 


H 
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ME: wal ulvertising to sell each type of per envelope color designs, with pages of 
onality, ler analysis was the result the magazine printed on different 
ol questronimyg 000) «rsons who olored tock to how 
povided he Color Dynamics 
Lae on them color reactions. The chart on It also teatured some excellent ad 
pragre reprinted from the bn Vice by oot expert ( heskin 
‘ae velope Economies issue ummarizes on the “Psychological Aspects ot The 
ome of her advice Envelope”. As director of the Color 
\nother en elope house has made numerous test proving the 
ypothightr color in recent months intayes of using the At alo 
Wal the nicl winter special issue ot on clopes 
The Po rmark hed the lar hawk ( re 
N. Rockwe St.. Chicago 18, how through the us ot ettective 
It contamed yood tor color envelopes acquire psycho 
ie, 
4 


This is only one fine example of 
how color is being sold everywhere 
toda Never betore has so much em 
phasi paced on color to s cars, 
cosmetics 


home appliances and 


ta hiot products, 

other 

onsumer products. As another good 

example, even the Post Office Depart 

ment now realizes the importance of 
! 

color as a Sales stimulator hey re I 


placmny the olive drab on mailboxes and 
trucks im many parts of the country 
with brilliant red, white and blue col 


ors to catch the eyes of passing patron 


vividly reminding them of that 
letter they torgot to answer. To it, we 
can only add once vain Vou the 
time to put more nto your di 


rect mail 


Investigate All Color Possibilities 


Color 1s such a broad subject, re 
quiring continuing study that at 
impossible to offer any concrete how 
do it here But by out 
some ot the vast new potentials ol 
color advertising’s unmediate tu 
ture, we hope you Wil investipate 
every possibility for using more effe 
tive color in your direct mail. Color 
print ts no longer t EXpensive 
clement tor moderately priced cam 
paigns. There are a number of ce 
velopments in the graphic arts indu 
try which, costwise, have put more 
color well within reach ot medium 
and small budyeted advertisers. It can 
be expensive, true; but there are man 
ways of using color eflectively without 
having to pay a fortune tor it 

There ire, tor instance, a number 


ot firms in New York and throughout 


the country producing low cost, tull 
color plates from transparencie 


The Douthitt ¢ or} Detron. 


one manulacturer hat cle | 
oped i three color umera that elim 
rate costly hand etching hand cor 
recting, making it possible to produce 
color plate § at saving up to SU, «6ot 


conventional proce 


Also mmvestivate the | 
al tull color urd and 
reyular size, ure umazing| 
expensive. There ilso a unber 
ood lithoyrapt ittered round 
the country who ecialize 1 pang 
runs of tull-color pre heets. Delivery 


time take 


result of their work ire vorth pian 
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mailings tar enough in 
And ot course, 


there are many yood books on color 


rdvanee for color 


production which will tell you how 


to take advantage of split fountain 
press runs, color by over- printing and 
many other economical color produc 
tion method 


(ne of the most complet new texts 


on how to obtain cconomical color 


reprod > vol 


i 
tithed Color By Overprinting, now 
bemy pubished by The John ¢ Win 
( ompany, Arch 

When the book 


this July, at wall 


uction 


ston Publishin 
a Philadephia, Pa 
come ott the press 


contain reams ot advice trom pepe 


thes 


your 


the 


promotion 


mailing 


detinit 


ol 


contains 
then 
reader 
The 
breed trouble 


When 


can boomerang with bad effects 


is neatly 


ported 


VMailways 


ective 


nes 


or 


wrony 


piece 
offer 
will 
Make 
benehit 
e color to help the 


absorb 
used 
PUr pase 


illustrates 
the 


us 


with 


sure 


lo 


aol 


only 


in 


published by 


{he 


colo 


your 


r the 


‘ olor 


to sat 


i ti 


popular 


merely tor the sake of glorifying 


1 Hicss 
itself has something 
the 


reciprent, a bevy 
lithe to ats et 
Ie 


rec nt 


! 
cat 
for your mathng etlorts 


sore 


newsletter 
St. John 


2cores of house Mmagaetines and otwer puyol ations are focusing more and more at.ention on 
the importance of color. Special issues, features and pictures are spreading the word that 


COLOR SELLS! 


more than ever before 


ind manulacturer id ayencn 


irtist ind printers who cooperated 


with author Donald I Cooke to cor 


method lor obtamminy many olor 


book itself is bemy printed im twelve 
olor with many illustration ina 


olor charts demonst iting © erprinte 


color You in pet a tree 


compreher nage 


Color Ky Overprinting by writing to 
Winston Prade Advertising Depot 
ind printer about 
nore color possibilities, Or write to 


lhe porter We il | ad to re 


Color Is Not A Substitute 


\ tinal word ot sution belore you 
cact ‘ i yout pad and a box ot 
paste ive Remember that olor 
ike thre piace ‘ i ist, 
opy jesipt proniuction nad 

j honelit« ar a 
aly i reader enefits your 
rect i You int any of 
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reader 
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A. Donald Brice, 
idv. and Pub. Rel 
iphor 


Hiow to sell management on the 


unportance of direct disturbs 


me a bit. It suggests a sort of dividing 


line or opposition between manage 
ment and direct mail experts. That 
shouldn't exist any more than a divid 


mg line of opposition between man 


and labor ind for the 
Satine reason 

We're all in the same boat; and 
unless we realize tt, we might as well 


heave-to and be content with no pro 


press at all. We all want to make the 
rove mad direct mail ts one 


ol the iis We can use most eflectiveiy 


pull from our competitors 


1 can think of only one aimtight 
mswer to thi ubyect lo sell man 


werent on the nportance olf direct 


la 
burst ell yoursell 
Second: hurry and become the top 


executive ollteer of your Company 


li No. 2 doesn't come easily or at 
one dont brood, Arm yourself 
with understanding md a con 

What ts “Management” trying to 
uo Wherever ts worth 
the title, trying to build a business 


and carn a profit lo do that (atter 
making the best product or rendering 
the best service wt can) it must pet 
its idea across to its prospects. And 
that can be done only by effective 
communication ata priue one can 
afford, there's any one rule that can 
help in selling Management on Direct 


Mail, ut might be thas 


Think about any and every di- 
rect mail project from the man- 
agement point of view. 

Tim not suggesting you try to think 


exactly like your own Management 


Reporter's Note A. Donald Brice has had o 
long, successful career in advertising and 
divect mail. He was formerly with Time, inc. 
The New York Sun, Young & Rubicam, inc, 
and Uncle Sam's Navy (as « PT boat com- 
mander) before he joined Dictaphone in 1946 


periened ad manage 


management on 


HOW TO SELL MANAGEMENT 
ON THE USE OF DIRECT MAIL 


or us youl personal knowledys 


ol your superiors to them what 


give 
you know they will like. If you had 
final authority and tull responsibility, 
would you buy what you are trying 
to sell to your management? | think 
that all of us who have been in this 
held tor some time can recall one 
situation in which we probably would 
what we tried to 


not have bought 


sell, or actually succeeded in selling. 
Betore you can convince anyone 


rood management 


much le any 


about direct’ mail, you've got to be 
absolutely clear in your own mind 
about what you want to do... and 
to whom. When you do that you are 
performing a basic management tunc 


tion ind at wall be understood. 


Be enthusiastic about your ideas and 
think 


before you show your 


plans but them through 
very caretully 
enthusiasm. Once you've done that 
(if you know your business as well 
as your job) your management will 
find at reasonably easy to agree with 
you on objectives. Then, it you're as 
lucky as | have been most of the ume, 
your associates (which now becomes 
a better word than management ) will 
be big enough to agree that you 
probably know a little bit more than 
they do about how to do what to 
whom 

You probably wouldn't be in your 
job and responsible tor direct mail 
unless you have already convinced your 
management of your  protessional 
crattsmanship. But | don’t think that’s 
qpuite enough Im atraid you won't 
get very much tarther, and you may 
not even stay very much longer, unless 
you convine your management that 
youre not purely a protessional spe 
cialist in the held of dire maid. You 
have got to convince them that you 
are a pretty well rounded business 
man m their business and yours 
You've got to convince them that you 


know what has to be done hot 


It Direct Mail Day in New York on 


direct mai 


Ipril 19th, an ex 
gave six important rule lor selling 


Theyre well worth following 


simply that you have a tertile mind 
that you can otten come up with 
interesting and unusual words and 
pictures on paper... that you can 
occasionally devise a tricky or gim- 
mick type ol mating 
In order to convince management 
you know what has to be done as tar 
as direct mail ts concerned, wt would 
be well tor you to tollow these five 


rules 


RULE ONE: 


Make sure management knows 
what you expect direct mail to do. 


Remember that it's easy to have 
ureat expectations campaign we 
ran a tew years apo was beautifully 
conceived and produced. In the whole 
series of letters there wasn't a single 


Phat took a bit of selling. 

kveryone liked the 
self. What | had to sell was what we 
\ gradual, low 


reply card. 


campaign it- 


were trying to do 
pressure conditioning job on some of 
our top executive prospects. We were 
trying to make a particular kind ot 
impression on some particular people 
who are hard to see. | was convinced 
this campaign would do just that. 
Others shared my conviction but not 
all. Some still don’t. At any rate, we 
had something more than intuition 
or conviction to show the Doubtung 
Thomases be ause we were al 


ready tollowing 


RULE TWO: 


Keep the best records you can. 


The only trouble with this is that 
you ve got to show the bad with the 
good, 

Research Department regularly 


checks sales mack within a SIN month 
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period to prospects who have received 
various direct mail campaigns trom 
us. 

In the campaign mentioned under 
Rule One above, sales amounted to 
tour and a halt times its total cost. 
Maybe that’s not impressive .. . or 
maybe it is. The mnportant thing 1s 
that we could point to this tangible 
result (without taking tull credit tor 
it, of course) trom a socalled cond: 
fioning campaign. 

With a small number, the condi 
tioning paid off reasonably tast. | 
believe it has paid off since then with 
a great many more. 

Similarly with later campaign 
that was also a conditioning kind 
ot job. It was based on some quotes 
trom Alice Through the Looking 
Glass. It set no record in percentage 
of returns... but again the trace 
able business was substantial. We still 
hear once and awhile of new custom 
ers who mention these letters. Even 
a tew of our salemen mention them 
And that brings up 


RULE THREE: 


Sell the rest of your organization 
— especially your sales force. 


Any alert management is always 
tuned in on the sound of salesmen. 
And when the sounds salesmen make 
have the dull vibrations of apathy, 
the maestro management is very 
likely to break some batons . . . over 
your head! 

The trouble may very well be not 
with the direct mail but with how 
inadequately it is explained and sold 
to the salesmen. It isn't always enough 
to sell management. Salesmen are very 
much like line ofhcers in the Army 
or Navy. They wonder how the devil 
the staff could ever be so stupid. 
Sometimes they're quite right. But 
generally, the problem is just one of 
basic two-way communication. Don't 
ever torget mt... unless you want 
to torget the feeling of springtime and 
smooth sailing. 

Not long ago we set up a some 
what unusual program of direct mail 
tor the personal use of our salesmen 
We tried to make the work required 
of them as slight as possible. But al 
most any paper work ts worse than a 
cut’ in commission to the average 
salesman. | can't think of any solution 
to this problem, except to keep ever 


lastingly at the job of convincing 
salesmen that the slight work such 
direct mail requires of them is almost 
as good as money in the bank. 


There are quite a tew salesmen 
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INSERTING 
MACHINE 


Three new ‘How’ books 
of special interest to 


Direct Mail Advertisers 


Carrying on its tradition of supplying helpful, service-type 


booklets to envelope users, U.S.E. announces the publication 


of three pieces of printed matter which should be of special in 


terest to those concerned with the production and use of direct 


mail advertising. Each is pictured above and briefly described 


belo WwW 


Ask your envelope supplier, or write to Advertising 


Department, United States Envelope Co., Springfield 2, Mass 


UNITED STATES ENVELOPE 


SPRINGFIELD 2, MASSACHUSETTS 


15 Divisions from Coast to Coast 


ist 


1. |\6-page folder “How to Increase the Effective- 
ness of Direct Mail with Envelopes” features 
styles of envelopes and printing devices which 
have been found effective in direct mail adver 


tising 


2. page folder “How To Select Envelopes That 
Speed Up Inserting Machine Operations” de 
signed to minimize downtime of inserting ma 
chines through fore knowledge of best styles and 


sizes of envelopes to use 


3. 26-page booklet “Practical Digest of Postal Rates, 
Regulations, and Envelope Specifications” a 
brand new approach to an understanding of 
P.LA&R. references affec ting the ordering of print 


ed envelopes for use in the mails 
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TENSION RELIEVERS 


3ANZ NOISN3, 


S3d071 


**He doesn't have time to open them all... 
+» just the ones that catch his eye!” 


ISN31° 
9PES-TENSION ENVELOPES-TENSION ENVELOPES-S3d0134 


oO For envelopes that get attention 

“ see Tension! Call or write 

I E 

z ENSION ENVELOPE CORPORATION 

< 

m 

ome YORK 16. 4. © 5727 Fifth Avenue DES MOINES 14, 1OWA 1912 Grond Avenue 

oO ST. LOUIS 10, MO. 500! Southwest Ave MANSAS CITY 8, MO. 19th & Campbell Sts. 
MINNEAPOLIS 1. MINN. © 129 North 2nd FT. WORTH 12, TEXAS 5900 East Rosedale 
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ADDRESSOGRAPH 
MOUNTING FRAMES DON’T 


Me John Burwell 


unes 4 


satisfied 
too easily 


FOR SALE: 1,000,000 
Addressograph ELECTROcote Locktob 
Frames 682200. NEW and in perfect 
condition. Serves the purpose of Ad 


dressograph frames A, 8, C, E, F, K, A good result from Direct Mail 
N, O. Will |, 2, or 3 plates 
Packed in original boxes of 100 ec; isn t necessarily the maximun 
5000 to the cose. Usually sell for $36 
per 1000 01 each result. Maybe you should be 

in lots of 1§ 000 or more doing better Jetting more 


Also for sole: 280,000 4.2000-1 Ad 


dressograph frames. Hold two 3 line maQquiries f rder 
plotes. New end in 
perfect’ condition O11 each making a bigger net profit 
Will entertain offer for entire lot. a 
Sampies will be furnished on request, vVe ll be giad to put 33 yeor 
NATIONAL ENTERPRISES f specialized experience t 


2001 K St + OC 
Phone NAtional 8.0330 


A MILLION NAMES The uckley 
All rated Dun & Bradstreet names Organization 
on sheets at $6.50 per M. Write Box Li lr bert a 


; 


55, The Reporter, Garden City, N. Y 


who zo whole hoy in the other direc 
tion. | remember one very successtul 
one. He kept requesting tabulous quan 
tities of everything. Once he asked 
for umpteen thousand folders ad 
dressed to lawyers. | didn't know how 
many lawyers there were in his terri- 
tory, but I checked the population of 
his entire state. If we gave him what 
he asked for, he would have had a 
four color tolder lor every man, 
woman and child shown by the census 

. and enough lett over tor a tew 
unborn generations of lawyers-to be. 
Sut over enthusiasm ts a nicer problem 


to face than apathy. 


RULE FOUR: 


Don’t try to prove everything with 
figures. 


The statistical mind can otten 
“prove or “disprove almost any 
thing and thereby foul up some 
basically fine work. 

1 hate judging advertising space 
advertising or direct mail solely by 
the ipparent results. Like the apparent 
wind in sailing, its quite a tew de 
grees removed trom the true wind. 
That isnt true of all direct mail or 
all space ads, of course. But 1 do be 
lieve it is true im the case of adver 
tisers who are trying to do what we 
wre trying to do with all our adver- 


tising. 


RULE FIVE: 


Be the kind of salesman who 
makes the other fellow feel he’s 
buying — not being sold. 


That's probably a fairly ripe cliche, 
but another one cant hurt. Nobody 
likes the idea of being sold. We do 
like to buy... especially when we 
think it’s our idea and ours alone. 

So do your best to make tt easy 
lor your prospect, your management, 
to say “Yes”. And don’t forget that 
everyone in manayement (except the 
tellow who never agrees with you) 
is yust another human being, yust as 
subject to moods and misconceptions 
and inflamation of the ego as the rest 
of us. That's why timing and psy 


chology are basic in selling 


RULE SIX: 


Always measure what you want 
10 seli with the management yard- 
stick: Will it help build our busi- 
ness and earn a profit? 


THE REPORTER 
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must be sold on the importance Of di 


amused, indeed, 


The pros pee 


star salesman said 


Baile 


One otf the yreatest (if not the 


greatest) lite imsurance companies in 
the world used my wite for a “guinea- 
pip not long ayo... and they got 


away with it. Once, anyway. The 


wite let wt yo with a big laugh 
the insurance company poured money 
down the drain. It happened like this 

An experienced insurance salesman 
called with a fledgling. Of course, 
there 1s no better way to train than 
by doing; and if that training can 
be done under the supervision ot a 
sate, sane and wise tramer, then a 
Hedgling can learn rapidly, and most 
“guinea pig customers will not care 
too much. Such a training method, 
however, is terribly expensive . . . and 
occasionally ludicrous almost beyond 
beliet. 


The Hedyling was supposed to do 


the talking. The trainer was to prompt 
The Hedyling beyan 

“Mrs. Bailey, our records show that 
we have a policy on someone in your 
tamualy. 

“That's right. 


“Has the beneficiary been changed ? 


‘Not to my knowledye and w bet 


ter not be without my knowledge! 
(Meaning had better not kickoff 
and leave my imsurance to someon 
else - 


This statement almost threw the 
Hedgling. He had no answer Are 
the children provided lor he finally 
stammoered., 

There are no children 

This answer was not according to 
the book either, | because 
the Hedyling simply sat and stared at 
my wite. No words came trom his 
mouth. 

The tension mounted until some 


thing had to be don Finally, the 


experienced salesman to what 
he thought was the rescue with an 
admonition to end all admonitions 
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Here's one experience proving Ay management 


t mail 


when the 


“Read From The Folder, Billy!” 


by Hillary G. Bailey, 


ale 


a selling experience, You might not 
believe a... but he said 


“Read from the folder, Billy!” 


This is the truth, so help me! So 
Billy read trom his tolder, and my 
wile listened . patiently amused. 
When Billy ran out of words to read, 
and the tension mounted apain, the 
experienced salesman tried to come to 
the rescue apain by suppesting 

Give Mrs. Bailey your card, Billy, 
o she can call you ut she needs help 


sometime, 
Billy winced and admitted 


1 don't have a card. | torgot my 


pocketbook this morning. 


You may say this almost unbeli vable 
experience is an exception I doubt it. 
yreat insurance company would 
not have laid atselt lable to such 
humiliation at it could have helped it 
Somewhere along the line something 
lipped It may be that pomnt-ol sale 
elling ws more a lost art than we 
unagined. Or, maybe the habit ot 
depending upon politicians in Wash 
ington to creat ibnormal situations 
demanding consumption without sales 
man hip has a stronyer hold on dis 
t sutronal thinking than we have 


ed 


Be that as it may, this insurance 
company still could have used a better 
cuinyt approach and a cheaper 
one It could have put the prospect 
or customer into a much more recep 
tive trame of mind with direct mail 
And also wt could have established a 
thought pattern which a_ fledgling 


ould not have dynamited so earily 


The point direct mai is badly 
needed to pave the way for personal 


elliine, af for no othe purpose; and 


management must he old to use it 
Then the Bille can torget both 
their head ind pen ketbooks, and 


ttle harm wall be done 


Magic figures 


in mail order. 


The 23 represents the 
vears we've been sery 


Ing matlers, 


119 is the number of 
different lists all ol 
them lists of cash mail 
order buyers —-we have 


for mailers’ use on a 


one time rental basis. 


The total makes us 
easily the largest owner 
source America for 
variety and number of 
these preferred lists of 


identified cash buyers 


by mail. 


A Directory of Lists will be sent 


on request 


BOOKBUYERS LISTS 


INCORPORATED 


363 Broadway, New York 13, N. Y. 
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the 


original 
ARISTOCRAT 
style envelope 


© con be printed inside ond evtside 
in one operation . . . con be 


COLUMB 
2019 WN. Hawthorne St 


‘LOPE CO. 
Melrose Park, Ill 


Postage Meter Slug Idea 


Picks Up Momentum 


ldeas Wanted was the headline 
on a February Reporter wtem asking 
lor suggestions on postage meter slo 
gans to promote direct mail. The re 
sponse has been very enthusiastic so 


lar. 


Atter Al Spitler of 
Printing Co., St. Louis, Mo. started 


Cavanaugh 


the ball rolling with his six rough 
sketches we reproduced in February 
(right), others have submitted thei 
ideas tor slogans to promote the en- 
ture direct mail industry. As we men- 
tioned in the February issue, you 
don't have to be an artist to submit 
an idea. Many suggestions so tar 
have included just the slogan, with 
no art treatment. That can be worked 
out later. The important thing now 
is to get as many slogans as possible 
so the best can be chosen to exemplity 
the overall benefits of direct) mail. 
Here are some of the latest slogan 


uleas we ve received 


© Make The World's Busiest 


Corner 


On 


Sales 
pe wih samy (krom 


Leo V. Blott, Jr., OA Jackson Boulevard 
Chuagoa) 


© it Pays To Advertise By Mail 


@ When You Can't Do tt — Mail Adver- 
tising Can 


@ it's Worth Your While To Do it In 
Style — With Mail Advertising 


© it's Profit You Want & it's Profit You 
Get — With Mail Advertising 


© With Mail Advertising — The Profit Works 


Both Ways 


® No Matter What Way You look At lt — 
You Profit From Mail Advertising 


@ There's Nothing To It — When You Do 
tt With Mail Advertising 
(hrom: Esther Rush, Creatiwe Mailing Servwe 


In 120 N. Main Freeport, New York) 


®@ Anything That Can Be Said — Can Be 
Seid By MAIL 

(From: Eva M. Schroeder, 4446 West End 
fee Ch 4 Mi 


© Direct Mail For Direct Sales 
From SAcpard Foster D Snell 


In New Yor# N.Y 


® Personal Selling Thru The Printed Word 
(hrom Will Judy Judy Publishing Co., 
23 Muhigan Bled., Chicago 16) 


It you have any ideas tor a circu 


lating postage meter slug that will 
promote direct’ mail, yet them off to 
us right away. 


Pitney Bowes is eager to cooperate. 


W. kb. Smith, sales promotion man 
ager, reports they are giving caretul 
consideration to working out ways and 
means of creating suitable postmark 
ad plates for various types of busi 
nesses. And along industry-wide lines, 
Mr. Smith says “If the direct mail 
fraternity can come up with some 
good suggestions, you can depend 
upon our cooperation ... we ought 
to bring the value of direct mail to 
a lot of people as a result of these 
little messages on outyong metered 
mail.” 
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ond quick delivery on envelopes of oll 
sites, shapes, colors, texture and | 


There’s nothin’ like color to stop 
‘em cold and get ‘em reading. 
And there are no better colors 
(for stopping) than the wide 
range of attention-compelling 
hues in Eastern office duplicating 
machine papers. Pinks, blues, 
greens . . . a whole rainbow to 
choose from 

And whatever Eastern paper 
you choose, you're assured a pa- 
ver that will run well, look well, 
a quality feel... and, gen 
erally, make life easier and office 
duplicating work better. 

Try it for whatever process you 


use. There's an Eastern paper 
especially engineered to deliver 
top performance and clear, clean 
IMM pressions 

Eastern makes the following 
seven papers tor office work At- 
lantic Duplicator, Atlantic Bond, 
Atlantic Mimeo HKond, Atlantic 
Opaque, Manifest Bond, Mani- 
fest Mimeo Bond and Manifest 
Duplicator 

For sample Sheets or Packets, 
ask your local Eastern” paper 
merchant or write Eastern Cor- 
poration, Bangor, Maine. 


ATLANTIC BOND PAPER 


MADE BY EASTERN CORPORATION + BANGOR, MAINE 


BUT GOOD READING 
: 
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Copy” 


A" irritated ind muldly protane 
reader takes me to task. 
writes 

“Whyinhell do you beat your brains 
out on mai order copy? Do you think 
everybodys got a gadget to sell? Most 
“us necd up on copy 10 k our 
desmen not to wet orders 

lve eighteen dlesmen up pose d 
to call on six thousand companies. | 
know they cant get around to see 
them often enough. | think direct 
mai could fill the gap. Sometimes we 
use letter 


times we enclose cards prospects can 


Sometimes postcard Some 


use to send us an mquiry 

“Were the people who need pro 
Jessional help, but when we talk to 
an agency about ut, they give us the 
cold shoulder. Most of them want 
to put our ads in the newspapers and 
trade magazines, but we figure there 
much lost circulation We re 
the people you ought to be helping 
because there are more of us than 
there are of gadget-sellers 

‘Tf you use this letter or any part of 
if, mention my dont 
want to be snowed under uith mail 
from all the so-called ¢ rperts ho have 
a ready answer to my problem But 
if you do use my letter, youll be sw 
prised what a flood of mail youll get 
from people just like me who use 
divect mail to bring in inquiries make 
calls more often than a salesman can 
get avound to see prospects, and make 
expensive selling lime more product 
we 
(Nam with 


Want to get into the act, any of you 


held « requested) 
iders lt my unnamed correspond 
ent has a proble m common to most of 
you readers, perhaps you have a solu 
tion vou'd like to throw into the pot 

Some of you use monthly house or 
yans everything from a simple post 


card to claborate book lets, broadsides, 


brochures and news letters to do this 


regular contacting job. Some of you 
use letter: Hiow you use them, what 
you say im them, and whether or not 
they do the jobs you imtend them to 
do might be otf interest’ generally. 
We'll print any helptul advice, snatch- 
es of copy, plans or ideas you may 


hav used to solve this problem ol 


wilesm@men support 


About Attention and Interest 


\nother reader of this department, 
who can be named one led Craw 
lord of Pitterait, Inc., Pittsburg, Kan 
sas disagrees with the idea that at 
tention and interest are the same thing 
(see Reed-able Copy, February, 1955 


Mr. Crawtord writes 


Permit me, Mr. Reed, to question 
your comment: ‘Attention and interest 
are the same thing.’ You chance upon 
a stunning two page insert in Fortune 
that gets your attention, As your eyes 
scan the page you pick up the fact that 
the product 1s metallurgically controll 
ed castaron, Does your interest qui k- 
cn over the prospect 

“You drive home at dusk and your 
grabbed by a dogfight 


near your house. A second later you 


atiention 


realize your own dog is not involved 
Does your interest build up or pitch- 
of}? 

lhe point is: your attention 1s 
snared at high speed by thousands of 
Orville 


Reed portion out your interest. So 


things every day. But you 


do 1. Ouwker than a flash we ignore 
things that do not interest us, even 
though they snared our attention for 
a few seconds 

“This faces all advertisers They 
must not only compete for attention 
they must fish out some interest in 
herent in the reader and tie it up uith 
the prospect, FAST. In doing this 


the copywriter trying to find some 


A Clinic Conducted by Owill Rud 


THE REPORTER 


way of stabbing the reader's mind just 
deep enough to get him absorbing 


the story. 

“So what. Attention and interest are 
cparate in fact, because they are dif 
ferent steps in getting someone else 
to absorb your sales pitch It is not 
ale to assume they are identical.” 


You've got a point there, Mr. Craw- 
tord. A point. 

One of the glaring examples of 
ittention Going Astray occurs in the 
use of gadgets on letters. We get a lot 
of them in our mail. There is no 
doubt about the attention value of a 
gadget pinned to a letter, but unless 
there is something inherent in that at 
tention-pyetter something that has 
something definitely to do with the 
product or service the letter is selling 

frequently the attention is dis 
sipated, 

What I am trying to say 1s a 
prture of a nekked yal on a letter 
would certainly get attention, but 
whether it would help along the sale 
of “metallurgically controlled — cast 


non is doubttul. 


Your Letter Must Appeal to 
Two Reading Types 


In a very broad sense, people are 
divided into two general classifica 
trons as tar as advertising is concern 
ed. First, ts the tellow who reads on 
the run, takes a quick look at your 
piece and makes his decision about 
it on the spot. The second is the 
more leisurely reader who reads every 
thing you have to say as long as you 
keep it interesting. 

Every letter you write should be de- 
signed to appeal to both of these types. 

You remember | told you here about 
my secretary subscribing to a maga 


zine as a result of a letter she received. 
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The Macey Collator 


... which automatically gathers printed sheets 


and mixed pieces of varying weights and sizes... 


Onginators of the postage meter 


maker of mailing machines 


Gathering or assembling by hand is 
slow and tedious, usually takes a lot of 
time, a lot of people, or both; disrupts 
office routine. diverts high salaried 
workers from their regular jobs. 

This new Macey Collator is highly 
efficient, easy to operate —can vather. 
stack and staple from 3.000 to 4.000 
sets, or as many as 64,000 letter weight 
sheets an hour on the largest model. 

Itis wholly automatic, and extremely 
accurate. The top sheet is lifted by air 
carried by suction to the conveyor 
trav. Each collated set is checked for 
thickness. A faulty set will cause a 


now sold & serviced by 


Pitney-Bowes 


with offices 


in 94 cities in the U.S. and Canada 


Fast © efficient work saver— 


leading 


stoppage, which is indicated by lights, 
and can be remedied in seconds 

This machine is worth its cost in 
convenience alone, and soon pays for 
itself in personnel problems avoided 
time saved, and faster distribution and 
mailing. Hundreds of users find the 
Collator invaluable in assembling form 
letters bulletins, pris e lists, catalogues. 
instruction manuals, ete. 

The Macey Collator is now hacked 
by Pitney-Bowes expert service from 
259 locations. Call the nearest PB 
office for information, or send coupon 
for free booklet and case studies, 


vather up to 32 OOO preces 


anu hour 


from 


avatlable in 


automatie stacker, and wire stapler 


=< 


models 


bree 


Booklet 


Pitney-Bowes. 


This & station model will 


handles sheet sizes 
4, 12 and 16 station 


be equipped with 


Crosby St. Stamford, Conn 


Send free booklet & studies 


N me 


Addres. 
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She didn't read the copy. All she read 
was “SIX MONTHS SPECIAL OP. 
FER $1.00" printed in red across 
the letterhead. (See Reed-able Copy, 
April issue). 

That was a letter written to appeal 
to the 


two general types of readers 


mentioned above. The letter itsel! gave 
all the details, but as far as my secre 
tary was concerned the one line did 
the selling job. 

For the prospect who “reads on the 
run your letter should have indented 
paragraphs, underlined sales ideas, and 
the maim benefit of your proposition 
expressed in one short, simple sentence. 
Then the letter itself can elaborate on 
the benefit to convince those leisurely 
readers who take the time to read all 
the copy. 

It is something to think about the 
taced with a blank 
sheet of paper and the problem of fill 


next time you are 


ing that blank sheet of 


words that sell. 


paper with 


There is one other thing to remem 
ber no matter how leisurely and 
thoroughly a prospect might read your 
copy, itt won't do its job unless you 
keep it interesting, keep it moving, 
and prove to him that he'll benefit 


from buying what you are selling. 


Lew SHEETS. Most versatile 
kind of addressing label. Type- 
writer size sheets for typing and 
duplicating. Type 33 labels with 
one insertion in typewriter. Make 
carbons for multiple mailings. Lint- 
free; pod-free. 33 labels, 2'%._” x 
1”, per sheet. 


All with Dennison 
special formula gumming 
for tight adhesion 


Envelope Copy 


I got a letter from John Yeck of 
Yeck & Yeck, Dayton, Ohio the other 
day. On the 
was typed this inscription 


outside of the envelope 
“Put this 
on the bottom of the pile of mail so 
the rest are out of the way when you 
yet to it. 

More and more advertisers seem to 
be using the outside of envelopes for 
sales messages Brooker Sales Service, 
Wichita, Kansas, makes use of envel 
Opn advertising space to encourage 
readers to open the envelope and read 
And you are all familiar 
Digest 
good use of a direct mail envelope by 


the messaye. 
with Reader's making such 
starting a story on the envelope and 


continuing it on the inside. Here's 
Brooker 
their envelope 


IDEAS TO CREATE SALES AND PROFITS 


what Sales Service say on 


You are to appl thi month tor 
Mlormation a wotesssonal ale pre 
motion for your ste And here 4 Strange 
tact sthough most merchants realize 
the necessit f uh 4 program, of ever 


100) merchants whe get this letter 

52 will throw it away without reading 

30 will read, then throw away 

13 will put the inquiry aside but never 
mail it 

5 will mail back the inquiry blank 


ung to the LARGER CITIES 
CHAIN STORES 
LET competitive with 


6want the answer thi 


North Mau 
Wichita, Kansa 


A Good Letter 


which 


the 


SOME OTHER OUT 


“Here's the way to get things done 


by just talking about them. . .”’ is 
lead used on a letter mailed by 

mas A. 
in a dictating machine. 


the 


Edison, Inc. to create interest 


This letter makes the letter heading 


itself a part of the sales story. 


Here is shown one of the Edison 


Voicewriters with a 
the mouthpiece ready tor 


Around the illustration are 


hand remov 


inp 


dictation. 
four 


thumbnail sketches showing applica- 


tion of the Voicewriter at the execu 


tives desk, tor the salesman in his 
automobile, tor conferences, and one 
showing how compact it 4s com 


yact enough to be enclosed in a brief 


case, 


This is an excellent letter. It holds 


out benefit “Flere’s a way to 


Here are <= smart ways 


to speed up your mailings...use 
Dennison Addressing Labels 


2. IN CARBON SETS. Quick, 
clean, easy for typing multiple 
mailings. Four sheets of couponed 
label paper collated with one-time 
carbons. Labels stay lined up until 
snapped apart. 33 labels, 2! x 
1%6", per sheet; 132 to set. 


At your stationer’s 
or write for the name 


of your nearest dealer. 


FRAMINGHA 


3. IN ROLLS. Quickest, easiest 
for one-time mailings. Labels come 
in continuous strip for convenient 
typing and attaching. 1000 labels, 
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things done by just talking about 
them .... It gives facts the reader 
wants to know “the VP captures 
your thoughts on disks the world's 
most successful recording medium” 
lets it be known the VP is a disk ma 
chine not a tape, wire, or blanket pro 
position. Further along the letter in- 
vites the reader to “test it free” 


Finally, the letter makes it easier 
for the prospect to do something about 
the proposition. The last paragraph 
reads: “There 1s no obligation, of 
course. Just test it on your own u ork. 
If you agree that its savings and bene 
fits can be of real value to you, the 
VP is yours for less than $12 a 
month. By the way, this letter was 
dictated to my VP at 3 times the nor- 
mal shorthand rate a 200°) saving 
of my time.” (Then to get the secre 
tary into the act, because she is an im 
portant person when it comes to buy 
ing dictating machines.) “My secre 
tary copied the message just once 
a 753% saving of her time.” 


This letter was well thought out. It 
doesn’t brag. It deals in facts. It talks 
about things the prospect is interested 
in time saving, getting work done 
fast, low cost, and the job is done 
in just three hundred words. 


A word to my unnamed correspond- 
ent at the beginning of this month’s 
Reed-able Copy: We do talk a lot 
about mail-order copy in this depart- 
ment. Because mail order copy, un 
like so much letter copy used to get 
inquiries and keep contacts, deals in 
prospects “benefits” 


The elements of profitable “get the 
order 4 copy are equally effective i 
letters written to get inquiries. The 
Fdison letter is a fine example of a 
contacting letter that really sells. 


About You 


What about the “you” approach in 
direct mail. It misleads a lot of copy 
writers. They figure if they write a 
sentence containing the word “you 
in several places they ve given that 
sentence the “you” approach. 

We're reminded of a sentence con 
cocted by Charlie Blagdon, erstwhik 
instructor in business letter writing at 
Mu higan State College, to prove the 
point I’m trying to make 
“You should 
to send yeur check on the Ith as yeu 


be ashamed that yew forgot 


promised 


In this 17 word sentence there are 3 


you's and one your Sut 
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Osten to thes! 
z 
CARR’S JUMBO 
FLASH CARDS! is 
are big 5” x 7” moiling cords - in 24 difterent multicolor 
border designs. We preprint in quantity to get emoxing 53 
low cost. You imprint messages to get terrific impact. & 3 
Write tor FREE design catalog and somples. or ° 
The CARR Organization 
1319 THIRD ST. Re MILWAUKEE 12, WIS, f 3 


here’s a tip from the 


Greetings 


experts to profit by... 


on 


Many of the country’s most success 
tul mailers (large and small) ask us for our 
list recommendations before making up Ni th 
their test schedules. They know from expe I n 
rionce that we can help them obtain the 
most responsive lists for their direct mail 


offers . 
This same service is yours FREE for A n n | Vv e rsa ry 


the asking. Simply return the coupon below 
and we will send you complete details about 
the lists which we believe will bring you the 
best results 


CHARTER MEMBER 


PHONE National Council of 
ORegon 7.4747 Mailing List Brokers 


| WICTOR 


r 

;Witts MADDERN, inc ADDRESSING SERVICE 
215 Fourth Avenve, New York 3, 

Please send vs complete deteils eheut mere SERVICE AND SUPPLIES 
lists fer our direct meil or meil 

130 Flatbush Avenue 
Resse : Brooklyn 17, New York 

: Other STerling 9-8003 

Address 

City lone Stote 4 


SALE INQUIRIES—HOW Gur business 


YOU CAN REAP MORE PHOTO RETOUCHING 


product. Cross-section rendering, charts 


Use the proved HUMMEL SYSTEM! ond line drawings for manuals, hand 
For direct mail copy that “talks” prof books and parts catalogs. Use ovr 
itably, hire HUMME! the high man ‘ economical by mail’ service! 
n direct mail advertising Either in Ga 


quire todey, pleese or cand the —— photo retouching and advertimg art 


data on what you sell. No obligation 


THE HUMMEL SYSTEM S n Tederson 


2 N.Wabash Ave., Chicago 


P O. Box 6311, Cleveland |, Ohic 


t 
+ 
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THREE EASY STEPS 
HOW NOT TO SELL YOUR 
MAIL ADVERTISING SERVICES 


by Larry Brettner 
Cw / ” Vy 
" Publi ation 


Ive been planning, creating and 


cemg that mail advertising reaches 


the right people (1 hope) at the 


night time tor quite a while. It began 


when | was slim watsted and narrow 
chested but not munded., 
Now, some 20 million mating pieces 


later ind about a billion 
later with perhaps 40 ral 
stufled into the 


hodd million addressed empty penny 


ite pieces 


avers | want to yet the 25 years 
of working with mail advertising ser 
barrel like chest 


ind stoutish $6 of 438% ne 


nes oll my now 


In this time everything, but every 
thing, that could possibly happen to 
1 user of mail advertising has hap 
pened to me. The same things 


the same strange occurrences and 
events extraordinary have also hap 
inends and 


pened fo my associates 


wquaintances im direct mail, Let's 
try to see how you look through the 
several customenrs 


eyes ol typical 


prospects who have bought in 


Washington during the past 3 years 
mad 22 years in the New York area. 
Lets try to see what h ippens when 
you sell if you sell what might 
and does happen when you do not 
sell. and when you dont give 
1 hoot, a holler and a hell not to 
ell at all. Let's look at three steps 
lor how not to sell mail advertising 


Sten No. One: 


Step Number One in making abso 
lutely sure you do not sell your serv 
kes to present and potential mailers 


i DO) NOT advertise your 


or do not advertise consistently 


business 
This is a very simple thing to do. 
Dont bother telling anyone you are 
in business care to do business, 
or want to do business. Or uf you 
decide to “do a littl advertising 
when things become slack tor a week 
take a “flyer 


Iry that once a 


year, and only once Then if your 
Inconsistent 
an ecyy blame it on the tact that 

iw this direct mail advertising 
doesn't work tor me” and drop ad 
vertising 

Maybe you are muttering to your 
seli that Im crazy. Maybe you are 
thinking “Sure | advertise .. It wa 
only a tew months ago when we sent 
out or Wa toa year ayor 

Let's tace ut. | was in your busines 
once too, | still dont know the reason 


| 


why you dont want to advertise 


consistently even though you are 


in the busin creating, producing 


and mating direct mail advertising. 
Well why not make a consistent bust 
ness of it? Do you expect business to 
keep on pouring in as usual so you 
can turn it away at your doors and 
take that trip to Florida and live the 
lite of a man without too many 
taxes to pay 

I spent an evening with my Swipe 
file recently. Oh yes, we mail adver 
tisers have to swipe ideas occasionally. 
The idea was to sec, in an accumula 
tion of about 10) years of pieces re 


ceived im the mails, exactly how many 


advertising program lays 


direct mail advertising services so 
licited business trom the companies | 


worked lor ind work tor it’ this 


tire Lets examine these tor a mo- 


ment and see what we have 


@At uM t New York writes a 


But there are some notable excep 


“ions 
@ ii Jerr Albert th 
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et n 

the 
@ it Ottwe Ser with 
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THE REPORTER OF 


Larry Brettner . 


Reporter's Note: Larry Brettner is a familiar 
name to most Reporter readers. As circula- 
tion promotion manager of American Avia- 
tion Publications, 1025 Vermont Ave., N.W., 
Washington 5, D.C., he’s graced our pages 
with a number of provocative direct mail 
articles over the years. Larry's last offerings 
in the Reporter were titled “Do You Suffer 
From Answering Apathy?” (Jan. ‘54) and 
“Does Your Direct Mail Suffer From Gimmick- 
itis?” (Aug. ‘54). Like these and others, 
Larry's latest comments here pull no punches 

by telling lettershops exactly how the 
customer reacts to some of their selling (and 
non-selling) methods. “How Not To Sel! Your 
Mail Advertising Services” was originally a 
speech Larry delivered to MAS Wash- 
ington and Baltimore chapters meeting last 
month. Larry swears they “took it very well 
and agreed on most of the points.” 


DIRECT MAIL ADVERTISING 


— 
nue etter t here m Washington. The 
ing 
| | 
es t » New York 
(wt that the reative lirect ist 
cme job.” They 
” 
¢ 
i$ 


What about the rest of you people 4 
Do you portion out a part of your 
yross revenue to tut or the tuture 


a tew dollars a month better 
than nothing. Pve checked with other 
direct mail advertising people here 
in the Nation's’ ¢ ipitol Ive checked 
with others who work on circulation 
promotion mail advertising publish- 
Ing with associations too, What ts 


the substance ind sum ot these mailers 


opinion They say “Oh, those shops 
dont advertise We have to ADVER 
TO THEM 

That's how you look to us trom 
our end of the operation. Tough to 
take Maybe there 1 lot of truth in 
the statement, as tar a we creators 
ind users of your services yo in 


this, and Pll bet other areas 


Ihe usual alibi is | haven't time! 
Thats no excuse tor any business, 
large or small. The small business 
can use post ird lo iInnounc the 
un ple fact that they ire there Saul 
ol larsus, many centuries avo (later 


known as St. Paul) couldn't afford 
a private secretary or scribe. He didn't 
have a budget at all. Yet he udver 
tised a sense to put hi iessa pe 
wross and to instruct by mail. He 
might well be termed the tather of 
directed matl advertising tor his let 
ters to the Romans, ans and 
many other groups. Ht St. Paul did 
this on practically nothing but parch 


ment and puts . SO can you. 


Step No. Two: 


Ste p No 


do not sell your services 1s to use the 


Iwo in making sure you 


wrony sales methods and techniques 
when making calls to try to win the 
customer and influence 4 prospect 

It as very seldom that users of 
your services will let their hair down, 
especially in public, regarding an opin 
of mail ad services. These 
ire not only my own, but i com 
posite ot: a New York mailer sending 
out about 1,000,000 pieces a year : 
two 1.C. publishing mailers who send 
out a halt million a year each 
ind a nearby Maryland who 
has mailed a halt million piece ince 
last October. To balance things out, 
| spoke to a promotion man connected 
with a company mailing 59,000 piece 
a year We have a led the error 


in sales technique into about 4S bast 
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your 


produced or as littie as 


each’ 


i 


Paoets 


including a complete 
package of design, 
art and printing 


Here is a complete catalog service 
tailored to save you time and money, 
Your catalogs will be produced 
economically under the direction of 
skilled catalog specialists without 
curtailing quality or effectiveness. 
Clients in distant cities have been 
served to complete satisfaction. 


See how you can obtain your very 
next catalog at considerable savings 
in one package, through one 
source, at one low price. Send for 

complete details today. 


ds * hased on 50,000 


lt; pay 8! blacl 


and white catalogs 


development division 


W. T. Sorensen and Associates, Inc. | 
Suite 1100 
220 S. State St. Chicago 4, Ill | 
WA bash 22-9346 

| 


Without obligation, please rush me full infor 


mation, including prees, on your complete 

‘ italog | 
Name Title | 
Firm 

Address | 
City Zone State | 


— 
Pa nds catalogs \ 
AN 
= 
= 
oat : 
= 
F % 
4 | 
your 
— 
— } ; 


types It you use these methods you poture of his plant taken in 1911 showing has been mostly (hyphen) word (hyphen) 
are certain ol not selling your services ore n typhen) mouth 
nling tace am ow That I sand Is pust dandy (exclamation 
Type type known Vl-Crash At this pownt the slesman woked hope Then we both sat there 
In lotally Cold j cttery known to us @ sound, evident thinking | would We I am here uw the man continued 
he Dee} mething that he hadnt men. then paused Sa what do you people 
be he erred Have va heare tou ‘ here anyway 
Jusst week mo 4 advertising 
saul charitab amd with a | wa ped to thi question trom 
shoman, whe happened to du some prntung 
alhke Amerman Aviation sched vv are ou uivertising ervice printer envelope 
You HAVEN'T HEARD of wu art graph uts tolks and 
wl heard about us, he 
Neo am er wl never bothered to tind out 
nt it igh rave wen 
Why He asked what Amerwan Aviation Publications wa 
ike ul 
ure 
Ye why He asked I hee ilesman was then handed a booklet 
fr. Brettner man Din tres We n me il ha teling him about our publication pomtecd 
W W W j 
Vi \ We have been m alles here wheve that we y wn n our door which imdicated 
m Washington tor the past never advertising pul hed 
th That quite VORAI Try to find out something about 
} ‘ ‘ We } ‘ 
The ' hu right ha cldom advertised the guy alling and hi 
tiny n if teen i ist Cour uivertising 


Type 2: This wrong sales method characte 
is called Two Tukets To 


HERE'S HOW Scriztomatic. HELPS A PUBLISHER 


Two Ticket To cone trem =the fact 


that uch a sale ilwa carne two 


tu Kets to the ball garne the hock 


Scriptomatic Can Help You, Too gam football game but never 
+ + to Mechanize Billing Control on Customers 


tolk 1 luncheon 1 once 
A Book-Club with several millions of corded on the master by file clerk n a while 1 dinner. That's fine. But 
customers is using the Scriptomatic using a hand punch. Pilot holes in master we of us can manage to get our own 
system to prepare invoices and ad- insure accuracy of punched record. ticket 
dress promotional material. A Scripto- 
matic master cord is prepared and By combining a tabulating machine Type 3: Another sure fire method to clinch 
' ; card with the Scriptomatic addressing the sale is to be a “Price-Cutter 
punched to accommodate all information 
medium you, too, can get the advan- cal he ustome vo he Acad with a 
on club members. The Scriptomatic ad- f os lower price 
d tage of high speed selectivity of all 
resses chide e puncne con types of statistical data, eliminate ilw ne = 
the master which serves as an invoice cross-files and second lists, and lower ak New 
and an address to carry the book to your costs for masters. Scriptomatic plant walked om and 
the customer. When wGrES card 's masters are prepared more rapidly gave us this pitch 
returned with payment it is very quickly with standard office equipment... and Vo Matter What You're Paying Now 
sorted into the same file order as the Scriptomatic Addressing Machine “ Gwe lt To You For 20% Less 
master record because it has been gives you high speed addressing of a 
originally prepunched from the master. wide range of materials, including lf we had given him part or all of ous 
Receipt of payment information is re- mailing tapes. busine that plant would have given 
the busine m the of 4th yob and 


Address Master — nailing others told me later on 
ed We beg vou wath the price cutting 
Corben Bock from which the Scriptomatic 


when ou 


Type 4: The opposite of the Pree Cutter 


invoice — only when due. is the “TWB” man 
Record of payments That mean he what the Drath 


Will Beas Use thi technique and 

--— — —©@ Member code vont add a dime to your business. The 
- 

wet the customers tor all the 


Interpreted information — 
t uct i 


« that vin 


account number, date, bad name 
order number, etc. Type 3: The jijth way of telling the custom 


ers keep awa from ur door he 
After typing, complete teb cord masters are die cut a “How Could This Be type 

on Stenderd Register Die Cutter. At same time a held You can do this m al ots of comply ated 

of pilet holes is punched in the payment record area wa You are called to bid on a job with 

te facilitate wse of hand punches at the file the prossabalat i getting the account and 


ots oft tead busine You are asked what 


Write for actual case studies and descriptive material. Discover mow, number of envelop: 


at no obligation, if Scriptomatic can tuft 
improve your specific procedures. 
a the ustomer nut 

ur tre After & 
SCRIPTOMATIC INC. 
300 N th Street, Phil hi 7, Po. the highest in mn the totem 
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but i a wou we 
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what makes 


Could it be we have 
just one “sacred cow”—our customers? 


. Your requirements come first: 
(We have no company-owned lists . . . 
no compiling service) 
our time is your time—and we'll 
spend it combing the market for you! 


. We don't sell list maintenance 
or mailing house services (but we can advise 
you free on various methods). 


. We are completely independent— 
not affiliated with any company or organization. 


No account is too small—or too large—for 
us to give you personalized service. 


Just call us for screened lists . . 
or if you have a good list 

you want placed 

on the market! 


planned circulation 


19 West 44 Street 
New York 36, N. Y. 
Tel: MUrray Hill 7-4158 


and your business just list these alibis 


planned circulation click? 
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IN THE NEWS 


J. BLAINE HOWARD. foriner board member and long-time nvention goer 
been lectedd hawman of the ward of Court In Cont 
envelope tmanulacturer tarted with Curtes im) Wa nade a«lvertising 
mayer 5924. He was then promeoted to sale rotmotion mayer iter being 
elected’ treasurer and a dwector of the In 1959 ccame vice-president 
sles manager, LIARLAN M. WHITMAN, former general ale 
wil take over the post vacated b Congratulation t Doth «on 
then new appomtments 
ORVILLE “BUS” REED Muh opywriter and Reporter for 
bogland on the OGueen Mar Ma bith. Making the try with wite Mar 
Civille plans to oclude a speaking appearame betore the Briteh Direct Mail Ad 
Aen. later the month, Bus burned the madowht caving 
Reed able Cop will appear on «whedule in the Keporter wing sbsence 
JOHN VAN bias puned the adverteing department of Wolverine 
Calumet & Hlelea, Detrowt. He was previous! W rine sales repre 


in Philadelphia 


R. C. BEACH, ale 


train manager Amerwan 


ha been appomter neount executive tor the LDarect Mai 
Polk & Co ame city 
W. 7. CLAWSON advertiing manager of Mille Printing Machiner Co 


Vithurgh, will direct a new Marketing Dept. bemg established at Miller under a 
new sales plan and expansen program. HL T. RCKARDIDT mong recalled tron 
the Texas territory to take over Mr. Clawson former i vivertising manager 
And J. K. KERR, advertising manager of the Miller Kerotest Mig Co 
will take over a sles Promotion manager 

BULL EWALD «f the Campbell bwald Co i retiring imder the 
provistons of the retirement plan whih automatica etre il employee 
age 6 Sometunes these plan because the remove trom the 
cone an expenenced bran which could be helptul to the unger people ming uf 
We doubt of Bill Ewald will allow himself to be put on the shelf. He w um good 
health and atter hes man eat activit with the Advertising Federation of Ameria 
the Darect Mail Advertuing Assn. he hould tind a usetu etirement future 
REGINALD CLOUGH, <hawiman of the Best-ot- ladust 


m 1954, has given up he pest as publoher of Tide magazine to youn the Reader's 
Digest cxecutive stafl, He will be charge to the Digest ale development tor 
om the domestx edition 
CHARLES HANCOCK, with South, Kline & Krench Laborators Phila 
delphi pharmaceutical tiem, ha & Roper ulvertising im! public re 
lathon city ha been a copywriter tot nan phartiaceutical 
Hell work G&R's Contact Department 
JERRY KEEFE the Autopennt Compan Con Cory 
ale promotion manager. Before jamng Autopoint, Keele was manager of radiw 
ttn WEIL, Cheago, and a tormer partner in the agen Halas & Keete where 
he onpginated company mecentive plans, premium offer sale mitest 
ALBERT F. DUVALL, becn ected charge ale for the 
State banvel ye Compan Spoingheld Ma Hle manages the San Francsco 
fixe before moving to general offees 1950. In he was appomted 
general ale manager 
MARCIA COOLIDGE whe wa with Unlimited, Ine man ca ha 
embarked on a service brokerage busine her wo. tt wal 
The Cooludge Company, 6 I St, New York 10, 
EUGENE V. CONNETT has been named to the new created wt of advertising 
toe the Carpet Lastitute, In New York track ranizat othe npeting 
field. tle was tormer! m account executive tor Olgn Kenson & Mather, In and 
before that was with MeCann-brickson, Inc 
GEORGE E. LEWIS has been named executive secretar th Aswxctation of Media 
\clvertising New York alse ne presulent W Froluh & 


Compan 


The book has closed tos mother old tamer u clirect vol DO. STUART WEBB 
died at he home Balumore on April He had beer thered with a heart 
for several year but was nearl hi «| bustlong rt Boston 
MASA and DMAA conventions last tal um! onghet ‘ i m 
new awards he won An showing how he telt about direct ne t the 
last poe Stuart wrote for he hom Passing Comment he ne? 
yppeared om the April Reporter ('l Am Durect Mail ame i4 It 
jue ust a tew da before the bad news reached u 
BERT OSBORNE, Jong time member of and MASA and proprietor of Syracuse 
Letter Co liw W. Onomiaga St Svracu aw Marcl th at 
the age of > in St. Petersburg, Fla. on, Dawe wi it « th Drosperou 
business 


At thi ton ask 
if prospect 
How much wa I ut of line Hou 
uld th ! t clerst Oh dear 
} i we t ste 
il think I ’ ‘ ¢ 


That w t in main mu ive 
Type 6 Th f he Dor Bother Me 
wh “Mut thered 
he ha 4 unt 
Dive ect i i wive 
certain ine alte 
heatat t the a nt M triend 
hut tient wanting that 
first it t KO 
within i i hat So he 
pl ‘ tele 
It I va t 
bach for busine 


Type 7: he dont her me type 


“ mater / wea have noovered the 
Lean Over Backward Type 
It ca t ‘ t hese Just 
i i int mpect that 
wave enough pune then lean 
wre ect it | want to a 
with Kring wt around to US 
bring wt a ime te i 
vt Ke work feller Dut 
fetle ih now Then 
I | t know of another 
! that ‘ nimend, teller 
ngh amd the might 
Type Nou , he method puarantecd 
hiet “sine ulure Be the Itty 
Kudd pe ge 
j th ne f the remaining types of 
ale t that t kee ther hats on and 
we “a amd ontorma Knock ‘em in 
th vaste with esterda 
porke This Itty -Batty come 
int ith im ev 
er “« t the | te me hi 
part in ent having t 
te who he He brusl ist’ the secretar 
(though she in be a prett portant gal) 
Hle gen ry the ect without 
iying he t the ect 
with hat hed whe hack the head 
ithe 
HYA BOY! Glad Anything | 
trula 
Thi i han it 
the annie re It ant Ask 
ecret especha 


Step No. Three: 


The third and final step in not sell 


ing mail advertising services is a short 


and sweet device. Simply do not de- 
liver the service you promised 
There was a handy check list re 
cently mailed by the Sumart Press 
in town. It mentioned the excuses 
to use when not delivering service 


The list was designed tor printers and 
lithographers but is applicable to every 


service organtiation. 


succeed in not selling yourself 


THE REPORTER 


9 
; 
° 


and your business just list these alibis 
on 3° x 5” white card and place them 


in a rotating rack. se the list tor 


the customer you have still managed 
to yet despite the wrong sales methods 


and no consistent advertising. Here 


are a tew 


“THE BOY IS ON HIS WAY OVER”: This 
means that the delivery boy is on his 
way over to American Aviation Publications 
for a pickup — maybe. Sometimes the boy 
makes a pickup en route. This is a female 
pickup and has nothing to do with copy 
Secondly — who among you uses boys 
these days? One mail ad service in town 
hed a 70 year old man who delivered 
multigraph proofs in his motorcycle which 
had a side car and | don’t mean 
the drink 


“THE DELIVERY IS ON THE TRUCK”: Of 
course it's on the truck. Where in hades 
else could it be? We had a beauty of an 
experience with this just a week ago. The 
particular company in mind phoned to tell 
us after waiting for hours for a de- 
livery that “their truck was up in 
Siver Spring and they couldn't unload it 
because there was no dolly handy and the 


loading platform wasn't ready.” What 
did this have to do with our delivery — 
still on the truck ? 


There are a thousand alibis you can 
use trom the “Printer delivered his 
job late” to “We have only 5 typists 
handy to do your work It you print 
he sure to use the one with doubletalk 
“Our 1250 just broke down. It may 
be repiaced in the morning with a 
double head Ah, there the kind ot 
doubletalk bound to please the us 
tomer. Or the ‘We forgot to sort 
that last batch of envelope and it 
held us up At least were getting to 
the truth in that one 

So alter you might work and win 
i customer, try taking him tor grant 
ed. Throw out his neat mailing sched 
ule that vive exact detail i to what 
yoes out with what ind the exact 
date ol mating Forget the service 
you promised ina you might oon be 


he wing lor the par idise ot bankrupey 


Well, that's a. Three te} lor not 
‘elling mail advertising service Don't 
sdvertise Do a poor public relation 
pot Don't bhothe hou ou cll ind 
dont follow through on what you 


promise 


But im case you Vani ore supyre 
thon trom the customer 
on how to increase busine you 


might consider these 


@ Inalyze your own busine Figure 
out what you have to offer, in addition 
to price and service that 1s differ 


ent than any other service 


@ inalyze your market fvoid put 


ting your eggs in one hasket 
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Clvde'’s answer makes sence 


1 Monthly Roundup On Meetings And Activities Of Direct Mail Clubs 
Ind Related Advertising Organizations From Coast To Coast 


MISSOURI 


Advertising & Sales Executives Club of Kansas City he » successtul Direct 
Mail Day on Apnl 25th at the KA Ad Club. Luncheon speaker was Lester 
Suhler, A magazine ubsonption manager, wl woke Too Make 
lurect Mail Work For You Afternoon was devoted to Mail Call cession 
by Les Suhler: George | int, George Brvant Last Cs Jack Poster 
Seed & Nurser Cx Cowan aml Marvin Barcla Crowle 
Magazine ind Martin Barer and Robert Stone { National Research Bureau 
NEW YORK 
Association of Advertising Men & Women wound up ther Sth annual “Tasiae 
Advertuing Weck m Apr The week 1 devoted to howing top ul 
ertising trom i the how ulvertising 
in New York operate 1s stuclent otha car Weck with J] 
firm ine weamization wyeratng ike thew ta m New York tilled 
the highlight wa vest to MASA Mail Da in New York (sec 
page 46 tor tull report) 
American Association of Advertising Agencie i lanning the test Interna 
t il Mecting t Advertuing Agen Leaders ever to be hel Invitation vil 
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What $1.00 will do for you 


Would the opportunity to secure ex 
clusive use of an exceptional type of 
publicity be worth something to you? 
Is it worth a dollar to investigate? 

For twenty years we have been mak- 
ing “America’s Finest Calendar.” It has 
a record of results that put it in a class 
completely apart from other advertising 
calendars, When you see it you will un- 
derstand the reason for its remarkable 
effectiveness. 

Let us send you our patented TUCK 
UP Calendar to inspect and appraise. We 
charge $1.00 for the sample copy, in 
order to limit our samples to those who 
are seriously interested in obtaining a 
superior form of business building adver- 
tising. It costs us more than one dollar 
to place it on your desk. Should you de- 
cide, after examining it, that it does not 
suit your need, send it back and we will 
refund your money. 

This is the calendar that business ex- 
ecutives and professional men hang in 
their private offices a fact repeatedly 
affirmed by present users, Delivered at 
Christmas, it appreciated as an ac- 
ceptable GIFT, to serve you as well as 
recipients through the entire year. 


SCHNEIDEREITH & SONS 


Printing of Character since 1849 
202 S. Sharp 1, Md. 


Want To Make Your 
Direct Mail Fund-Raising 
Appeals More Productive? 


Then let me tell you how 
I have helped make other 
appeals more effective and 
how | could help you in- 
crease your direct mail 
percentage of returns and 
net dollar income. 


WULLLAD PROP? 


27 Washington PL, East Orange, N. }. 
— 


Vew York shop | knew went bank- 
rupt. They had all thew business eggs 
in the publishing field and suffered 
lump year after year. They could have 
analyzed thew market and sought othe 
field diversified their account 

to have ummer slump lump 


“way 


Iftes your anatysi the market 
go out after it. Watch the expansion 
lve seen too many of your « om 


milking off profit 100 heavily 


@ consstentl even af 
its a dollar a month Then delive 
the promise Keep a sense of humor 
and take your joh your busines 
viously hut not yourself. There 
we too many self-pronounced expert 
consultant ind guys who take 
themselves so scriously they think they 
are little Gods 


This media ot mail advertising 
tlows through your hands. If you 
timulate its growth you grow 
the media grows ind the econo 
my grows. Take your business tor 


granted and avoid boosting yoursell 
well, you'll know the result 

It's in your hands (as well as the 

other services that creat produce 

ind mail direct) mail advertising). 

Please be caretul what you do with 


it 


“NEW POSITION 
WANTED” 


\ letter carrier's routine can get 
pretty tedious is ut did not long 
ago tor carrier Richard | Welsh of 
the Rochester, N.Y Post Othce. Pos 
sessed with a sense ol humor, and 
tured of his pavement pounding patrol 
Mir Welsh took upon himself to 
run a three-line personal want ad in 
1 Rochester newspaper. The mailman 
offered to trade his job with any “un 
happy, poor Irl underpaid Congress 
man 

The newspaper seized upon the op 
Welsh 


whimsey into a page one editorial hilled 


portunity to balloon Mr 


with publishers’ propaganda, blasting 
Third Class mail 


Perhaps Mr. Welsh received no of 


lers trom underpaid Congressmen 


(are there any?): but he did receive 


an excellent answer trom Clyde A 


Everhardt, sales promotion manager 
t the Rochester Envelope Company, 


’ Clarissa St.. Rochester 14, N.Y. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


MAIL WITH 


CONFIDENCE! 


IN CHICAGO AND 
THE MIDWESTERN AREA 


Yes, at Lemarge you can mai! with confidence 


that your schedules will be met that your 
job will be expedited and handled just the 


way you want it 


Folding inserting (hand or machine) 

sorting addressing premiums all 
your work will be done with the most modern 
equipment available and under intelligent 


supervision 


For you, this adds up to SPEED ECONOMY 

QUALITY. Phone today or, better still 
come down and inspect our facilities for it 
seems that almost every time this happens 


we add still another customer 


DOE MACHINE CO, 
= si; =2--= 
aw 1 
= - “ 
pit 
Write or phone 
the LEMARGE company 
Chicago 7, Illinois 


Mr. Richard bk. Welch 
We ington Aver 
Rochester 1] New Yor 


1 hope, Dick 


even though we i 
ut cast) near neig 

Wellington am iM 


know each other 


Your recent ersona 


ou offered to trade 
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three ine aste 
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At an rate Dick we wish 
at u eflort trace hob 

at least) with parthou 

fluent Congressman 
Most sincere 

ROCHESTER 
(Signed) 
Cha A. bverhart 
Su Promotion Manager 


PNVELOW 


And ut Mr. Welsh stall has any 


doubts about) his importance as a 
letter carner, wed lke him to read 
a fine tribute trom a recent issuc of 
The Curtiss Counter, Won. ot Curtis 
1000 West Hlarttord, Conn., 
is edited by Thomas Dreier. While Mr 
Welsh 


Congressman, 


which 


might not yet that job as 


Tom's sincere words 


prove that the mathman ts among the 


country’s most important Ambassadors 


UNCLE SAM'S CONTACT MAN 
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Name 


CUPPLES-HESSE CORP. 


».4 send me EMBOSS-A-TONE envelope samples. 


Cupples-Hesse EMBOSS-A-TONE envelopes are sure-fire 
Not just embossed, 
not just solid color, but a beautiful combination of 
color and texture unlike anything you ve seen. 


attention getters for direct mail 


Hesse plant nearest to you. 


Want samples? Mail the coupon today, to the Cupples- 


3633 MICHIGAN AVE 


Title 


Firm Name & Address_ 


DETROIT 


16, MICH 
1483 KEOSAQUA WAY, DES MOINES 14 IOWA 
4175 N. KINGSHIGHWAY, ST LOUIS 15, MO. 
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One Girl 
Four Hours 
Hand-gathering 

Method 


BIG DOIN’S IN 
NEW YORK 


The tirst Direct Mail Week in New 


York, sponsored by the Direct Mail 
Advertising Assn., was held the week 
ot April 1% to 22 at the Hote! Roose 
velt. John Plank (vice president of 
Promotion Com Division, Harvey 
Famous Name Comics, Inc., New 
York) was chairman of the overall 


(Committee, under 


DMAA Workshop 


whose jurisdiction all individual work 


shop chairmen operated, Reactions to 


all meetings were highly enthusiasti 


ind wt wa yenerally igreed that all 


sessions (run im “circles of informa 


tion” fashion) were highly productive. 
more-than-capacity attendance of 


Monday at the first 


173 persons on 


One Girl 
Four Hours 
With a 
Thomas Collator 


ie 


al 


Paper Work Stacks l p in Your Favor 
WHEN YOU USE A THOMAS COLLATOR! 


When 1 girl does the work of 5, it's 
easy to see why it pays to assemble 
sheets into sets with a Thomas Collator! 
And what's more, she can gather sets of 
2 to 32 pages in one quick operation 

. without error, without confusion 

A Thomas Collator also ends the 
chore of chasing around from depart- 
ment to department to round up help 


And it beats those last-minute deadlines 


with time to spare! Wide selection of 


From Table Top to Tondem 
there's @ model 
to suit your need! 


models that can accommodate every size 
sheet from 3” x 8” to 19" x 24” 

whether it be price list, sales bulletin, 
house organ directive or any one of 


101 different jobs 


If you're interested in saving time 
.. + building up efficiency by 500% 
and getting rush jobs out without rush- 
ing, write us today for free informa 
tive literature plus a helpful collating 


analysis sheet. 


Sore. 
Specialists in Paper Gathering ® 


155 Soles & Service Offices from Coast to Coast 
50 Church S$. 


ht 1955, Thoms ¢ 


Dept. F New York 7, N. Y. 


stors, Inc 


Fund Ratsers Workshop brought to 
gether persons with mutual problems 
lor discussion and idea exchange. 


(About 41) 


itions had to be 


last-minute requests lor 


turned down 
tables ) This 


work hop, under the chairmanship of 


reser 


tor lack otf space at 


Virginia Parsons (director of tund 
raising, New York Tuberculosis & 
Health Assn.) featured Edward N. 
Mayer, Jr. (president, James Gray, 


Tin °9 New York) as luncheon speaker. 
Title ot his 
lhe Re por tec? 


topic was “Testing. 


hopes to have some 
discussions later op. 
On Tuesday, April 19, Direct Mail 
New York was attended by 
477 persons. Was sponsored by the 
Mail Advertising Service Assn.. Sales 
kxecutives Club of New York and 
the DMAA. Dr. Kenneth McFarland 


ot Topeka, Kansas, was the luncheon 


summaries of the 


Day in 


speaker Fitty-tour students of “Inside 
\dvertising Week” were 

Seventy eight representatives ot pub 
lishers attended Wednesday's Second 
Annual Book Workshop, chairmanned 


puests, 


by Jerome S Hardy (director ot ad 
vertusing, Doubleday & Company, 
Inc.). Milo Sutliff (president of Grey 
stone Press, New York) discussed 


“What Has Happened During 35 
Years of Mail Order Selling” at the 
luncheon. 

On Thursday 


ate workshops were 


morning, two separ 
conducted lor 
circulation men in the tarm and busi 


ness public ation held. | arm circulation 


was chairmanned by Harry Hardwick 
(circulation manager of The Rural 
Vew-Yorker) and Lawrence L. Brett- 


ner (circulation promotion manaper, 


Wash 


business 


American Aviation Publications, 
ington, headed up the 


circulation seminar. 


The Third 
Workshop 
luncheon at which Les Suhler ( Look 
Des Moines) gave the key 
note address on New Dhrection in 
Direct Mail One thirty 


eight representing 


Annual) Curculation 


began Thursday with a 


Magazine 


hundred 
persons, in esti 


mated combined circulation in excess 


of 153 million, attended this two day 
meeting. It was chairmanned by Lu 


can W 


Curtis Circulation Co 


Burnett (direct mail manager, 
Philadelphia ) 
ach day of this two-day seminar was 
Thursday by 
New 


Johnson 


separately chairmanned 
kd Condon (Esquire Magazine 
York) and Friday by Frank 
New York). 
Following immediately on the heels 
of Direct Mail Week Red Demb 
ner (circulation promotion manager ot 
Vewsweek) held a tull dress meeting 


lime, 


of the DMAA-Department of Agri 
ulture liaison committee, of which 
fe THE REPORTER 


fe 


2 


he is chairman. Department otheials 
revealed tor the first tine the sta 


tustical results of the recommendations 


of some ot the direct mat ¢ p rts on 
the committee. It's tabulous story 
ind well cover it more tully later on 

In a nutshell the first problem 
tackled last year was to devise ways, 
formats ind copy which would in 
crease the returns trom questionnaires 
ent th lepartinent to tarmers, 
retail establishment Cle 

On the first miapor reyional test ot 
the DMAA committee copy ind tor 
mat against the old styl NCVOCASES 
in returns were registered in every 
area running trom a low of é to 
i high ot 74% Department othcials 
ire gratihed with tl keess Ol 
ipplying protessiona direct mail 
techs to overt operation 
that the tests wi , ontinued in 
other ind hve pre cnet te ted 
format will be extended to national 
coveraye he members 
ha ther hands tull with new as 


signment 


The tellow (or gal) who writes the 
copy tor Jack Fischer's newspaper ads 
should go into the direct mail business 
Maybe they are already in wt and are 
simply using direct mail tactics tor 
newspaper copy. Jack Fischer runs the 
Little Oriental restaurant at 1546 Pu 


kin \ vn y We have 


heen chuckling over the often changed 


copy tor me nth Reporter readers 
might like to read one ot the best, so 
here it ts 
Orbict 1} 
/ / 
I 
‘ irt 
4 r 
ate 
t 
hat x POR ON 


Mi 
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Introducing ADVERCARDS 


! Giant-size! Colorful! 
| AS EXCITING AS A DAY AT THE CIRCUS 


A new selection of jumbo mailing cards for advertisers who want inexpensive 
mailings and the advantages of color printing and professional art 
Eighteen eye-catching border designs, pre-printed in brilliant color on 5 x 7, 
heavy, white card stock 
Direct mail users can imprint sales messages and announcements in oversize 
COpy space, using any office duplicator 
AdverCards are designed, printed and sold by American Mail Advertising, 1954 
winner of five national awards for creative mail advertising 

Write for Free Sample Kit and Price List 


TE American Mail Advertising 
| INCORPORATED 
610 NEWBURY STREET. BOSTON 15. MASS 


DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters that 
bring back orders and cash 
Contacting Letters that create and 
maintain good will between sales- 
mens calls booklets, folders, 
brochures, house organs, circulars that 
do the selling jobs you want them 
to do Fully indorsed by « nation- 
wide clhentele Winner of two DMAA 
Best of industry Awards Dartnell 
Gold Medal editor of IMP, 
the world's smallest house organ 


ORVILLE E. REED 


106 N STATE STREET 
HOWELL MICHIGAN 


EDWARD W. OSANN 


Writer of Advertising Literature 
and Sales Letters Since 1910 
175-35 88th Avenue, Jamaica 32, N.Y 
Vember Direct Mail Adve Ass'n 


May | help you? 


MAIL ORDER LIST SERVICE, Inc. 
38 Newbury St., Boston 16, "Mass. 
MEW MAIL ORDER CUSTOMERS IN VOLUME it's the HOLE that makes the DIFFERENCE’ 
| 


In Bagels... and Direct Mail, too 


READY !! 


HOW TO THINK 
ABOUT 
INDUSTRIAL 


DIRECT MAIL | adds @ touch of individuality that separat 
| the be thor et 
Send $3.00 today for your copy of | 
this important 112 page report to 
‘ 
GARDEN CITY 9, N.Y back of the 


KOREAN VETERANS 


Om "SQM Eastern Investor \ SALES LETTERS 
SELECT LIST CO. seereercted 


6238 Wilshire Boulevard 148 W. 23rd New York 
los Angeles 48, Calif WEbster 39168 te Telephone WAtkins 9.6028 


9 
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excLusivE: 389 M 
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POSTCARDS end 
ADVERTISI 


You, the Burtersweet (Dey and Young), 

can secure postcards and all forms of 

direct advertinng lnerature at budget prices 
Write today for samples and information 
to the nearest C offve 


Dep R-5 


SAM FEAR 170 108 ANGELES TH 
CHICAGO 190% Clark EW 100 
1600 


Letter raised $100,000 for New Church 


het REPORTER how Bott letter 
mede new hurch possible for conmgrega 
tion of 105 families interested in sales 
etters? For reprint, write on letterhead 


“Chat Fellow Bott’’s 


Leo P. Bort, Jr, 64 E. Jackson, Chicago 


AUGUST 
AUGUST 
AUGUST 
AUGUST 
AUGUST 
AUGUST 
AUGUST 
AUGUST 


AUGUST Ist 
AUGUST Ist 
AUGUST Ist 
AUGUST Ist 
AUGUST Ist 
AUGUST Ist 
AUGUST Ist 
AUGUST list 


A 
DMAA-NAPUS representatives at joint meeting on Postal Clinics in Racine, Wis. SEATED 
Harry A. Porter (HarrisSeybold Co. Cleveland), chairman of DMAA Liaison Committee, 
John D. Costello (Racine Postmaster), chairman of NAPUS Industrial Education Committee; 
William H. Woodard (No. Chicago Postmaster), vice-chairman, NAPUS Industrial Education 
Committee: STANDING: Charles $. Downs (Abbott Laboratories), DMAA vice-president; and 
G. F Heinisch (Racine Asst. Postmaster) 


POSTAL CLINICS HELP MAILERS 
KEEP COSTS DOWN 


Representatives of the Direct Mail and the idea will spread to other cities 


Advertising Association and the Na in the near future.) 

tional Association of Postmasters of One of the subjects under discussion 

he 5S. met in Wisconsin. at the Racine meeting was “Form 


3547 Requested” imprints on Third 
recently to discuss joint efforts on 


Postal Clinics. The DMAA-NAPUS 


clinics are designed to help mail users 


and Fourth Class mail. Postmasters 
reported that all too many advertisers 


are neglecting to use the imprint 


keep their mailing costs down . . . by perhaps because of misunderstanding 
learning how to plan their mail so NAPUS dice: 
it will be accepted by the Post Othce tor of public relations, suggested it 
at the most reasonable rate. (Racine, would be a good idea to publish Postal 
Wisconsin, and North Chicago, Illinois, Regulation 158.5 (covering Form 
have already held successtul clinics. ; 47) in The Reporte so clit it out 
The Garden City, N.Y., P.O. ts also and keep it handy for immediate 
starting a series of weekly clinics .. . reference 


158.5 NOTICE TO SENDER ON THIRD- AND FOURTH-CLASS MAIL 
51 MAI TO BE MARKED: vant 


tourth «la mail wo undeliwerable a alt ‘ mu 
Print om the lower lett wner of the achire «le born Keauested 
Show hu return addre m the upper left « 
Accept and pay the Scent tee tor each card neotue thre 


on mail sent back as undeliverable 


52 CONDITIONS: Mail bearing a request for | 
When the change w to another local addre tl thee n | ‘ 
the orgina ulelre (together ke 
the new achire 
When the hange to another peat fee an 
When anv othe t «off t 
tial tur wit i t 
W ne isa 
reason tor i 
tu at the i ne ' ate 
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My Mail Order Day 


i By Jared Abbeon t 


At last | have discovered the torm 
ula tor making money the mat 
order business. Just looking over my 
monthly tour page report trom the 
accountant, gross volume olf business 

down, gross profit not high enough 
net profit up Reason being we 
spent less than the similar month 
last year. So the secret boil down to 
it aint what you make, or even what 
you spend that count It is what's 
lett in the ull atter the hallabaloo 1s 
all over that tells the tale. So the 
tormula dont pend money 

Now that the publishers have beaten 
the Patron mailing deal to death with 
a lot of slush music about the poor 
Staggering postman and the horrible 
loss to the Govt may i small 
vowe trom the rear row ask a ques 
tion 

It as these birds claimed a penny 
and a halt was too littl tor delivering 
a letter to each door on a route, then 
how come local handbill distributing 


outhts can offer to deliver circulars 


through mail box openings in said self 
same doors tor $% per thousand? And 
remember the circular boys only have 
one per house wh it the po tan can 
leave two or thre puede on the 
stop Let yet dow! wa tacks 
Is the Post Othce a busine (if so 


lets yet the Govt. out of i) Is the 
Post Othce a service to the people 
(il so, let us det what serves 
the greatest number the best and 
most ethcrent way)? Or is the Post 
Othce a politi al tootball to be tossed 
hither and yon while the loudest 
lunged pressure yrouy upply the po 
litical wind (at that the case, let 
us replace the corner mail drops with 


pork barrels)? 


Incidentally, let us vet one thing 
straight never used Patre 
for my own compan And turther 
more, for the dozen or two companies 
consult with, have ever recom 
mended Patror Personally | 


think of direct mail as a rifle or a 


shot yun to hit certain specific target 
There ire better way than to burn 
down the wood to yet one or a yroup 
ot target But if tolk vant Patron 
mail and wt pays the P.O) then 
who has the right to kill w tor per 


sonal advant ie 


MAY, 1955 


Just won a $5 bet trom a mail order 
house. Fellow was complaining about 
high costs and discount house COM 
tition, Said the way things were go 
ing he could buy everything he needed 
ita discount or special prices except 
tor United States postage stamps. So 
1 told him he could even buy U.S 
Postage at discount making has 
stamp costs 97 or YS cents per dollar 
He then told me that nobody but 
nobody can buy U.S postage stamps 
Wholesale. So | again said that ut he 
was willing to buy in $100.and-up 
quantities wt could be done. So he 
Says pul your money where your 
mouth is and hauls out a five dollar 
bill. So now Tm tive dollars richer 
Anybody else want to bet 

Where 1s it going to stop? Now we 
have a directory printed kurope 
offering to list’ us, but requesting a 
cash payment as cooperation ol the 
subscribers. If we paid all the We 
love you tor tree but two bucks tor 
room rent, $15 cut charges, listing 
lee and production charge” boys who 
come along, we wouldn't have a penny 
in the ull for our regular program 
\dvertising is advertising, publicity ts 
publicity, and never the twain should 
meet 

Letter in trom Pennsylvania 
charity 

We are planning a sample party 

we would appreciate your send 


ing us any samples or sample et 


We have some 14,000 of more 
customers but not even one in this 
town. Never heard of the place, in 
fact ind I've heard of mest of them 
We yet i slew ot these letters, mostly 
trom rod and yun clubs and bazaars 
| shudder to think of how many i 
really big organization pets. For my 
money (outside of the local organiza 
tion that one knows in person, of 
companies that one has firm connes 
tions with) all of these yood people 
Are Itt the Satie class i i bum who 
omes up in the street and panhandles 
tor two bits tor a shot of how h In 
fact’ they irc Worse hecause the 
bum 1s at least in need and in many 


ises physically unable to work to 


GLEAN WITH 


GLIMMICKS 


GLIMMERING GIMMICKS 
OF DIE-CUT, PRINTED 
PRESSURE SENSITIVE BACKED 


MIRRO-BRITE 


METALIZED PLASTIC 


HIGHEST ATTENTION VALUE 


IDEAL FOR TIP-ONS 
IN SPACE OR DIRECT 
MAIL ADVERTISING 


PERFECT FOR 
NAME PLATES, LOGOS, 
EMBLEMS, TRADE MARKS 


WRITE FOR SAMPLES 


AND PRICES NOW! 


allen hollander co. inc. 
385 Gerard Dept. 51, N.Y 


“ALL-PURPOSE” 
FELINS PAK TYERS 


ALL - PURPOSE be 
( cause they will 
AUTOMATICALLY 
ADJUST THEM.’ 
SELVES AND TIE 
TIGHT and light of 


heavy bundle, pace 


age bos within 
the capacity of each 
model Ihere are 
several models to 
choose from 

ALL-PURPOSE be 
cause they will 


handle all the ty 


nq problems n 
y ' ffice, mailroom and factory more 
efficient y than you belheve possible 


ALL-PURPOSE because they se twines 


from 3 to 24 ply as well as tapes and 


braids 

ALL-PURPOSE because anyone can ope 
rate ther efficent y They are sturdily 
onstructed 10 give long dependable 


ALL-PURPOSE becouse these mechines can 
be onmtroiied by toot pedal trip or auto 
matic trig 

LET FELINS CUT YOUR MAILING COST 
NOW 

MODEL F.4J ILLUSTRATED 


Send for price and ivcuiars 


FE 


> 
hay 
| TYING MACHINE CO. Bia 
49 Milwaukee 16, Wie 


GET 


— 


THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now— ‘brush-up 
illustrated guide to correct photoengraving methods. 108 
pages—Loavishly illustrated in black and white, and color 


$2.00 
per copy 


with this modern, complete and fully 


HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N. Y. 
And don’t forget Horen’s Tel, MU 9-8585 * Branch Office: Market 2-4171 


“eround the clock” 


Pieove send me | 


repaid) copies of your 108 page revised 


boot The Art and Technique of Photo Engraving 


service whether your 
problem is 
black and white, 
benday or color process. 


Name 
Street 


City 


GENUINE SCOTTISH TARTANS Post 
IN ALL WOOL LEISURE ROBES PAID 
Available in 6 A 
thentic Clan Plaids 
y 
made all w plard 
blank 
be 
hand fr yed 4 
the size big 
72. Tr sand 
aveilable for world wide distributior stisfactior 
guaranteed. CLAN Buchaenar Fraser Macleod 
Ma leod Lewis, Macqueer Roye tuery 


DE LUXE QUALITY IN SAME 
TARTANS AS ABOVE $16 POST PAID 
Send cheque with order and you pay the poat 
man duty appro on the dollar 


Prompt dispatch 


THE TRIUNE CO. Dept 52, USROM 
2004, Manchester Rd Bradford Yorkshire, England 


simately 2 


Over 1,000 
Shop Owners 


Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable 

Join these 1,000 
progressive commercial 
duplicators in promoting 
your industry 

A letter now will 

bring you a full 
description of 


membership services 
Write 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35, Michigan 


My check for $ 


| 255 Mill Street 


enclosed 


Stote 


AD BUDGET BETWEEN 
$1,000 AND $25,000? 


Not enough for full pages in LIFE! But 


y night be surprised at what a 
sma budget accomplish with 
smart handling! We'd like to tell you 


we and explain 4 complete adver 
tising service lesigned to produce 

an € ts tron limted tunds 
A note yw your lettert ead will bring 
f jeta 


WELSH-BARBER CO. 
1512 HERMOSA PLACE 
SOUTH BEND, INDIANA 


HOW TO BUY 
GOOD MAIL SELLING 
COPY 


birst hod the man whe has a nice 
feeling tor 
thee product itself 


live with the 


proople and tor 
Second let him 


product for a while and 


word for 


discover its real selling points, and it- 
real pro pects 
hilementary, isn't a? lhen what 


tine there in challenging a pre 


fessional mail order man with a single 


assignment single letter-writing 
jel Would you size up the work 
of an advertising agency with a single 


one of their ads? 
Plans and copy services available in 
enough tw New York tw 


Production 


cities close 
permit personal conferences 
Retainer basis only 


oplronal 


Minimum trial period 3 months 


M. A. POLLEN 
30 W. 15th St., N.Y. OR 54352 


L.H.B.M.A. 


for wi 


burt rganizatior Write for det 


GYMER 2125 9h St. Cleveland 15 


smpaion. LM BMA sl. effective 
t 


Mew TR. TRAVELING RACK 


en Moot 


lrays speed 
mimeographing sorting 
serting keep things moving 
nm the ma ’ m Write for folder 


Marko! Metal Products Incorporated | 
Rochester 14. New York | 


print 


Whiulst these kind 


souls ... at they are so hot to ive 


sutisty his cravings. 


out my merchandise as charity let 
them yet off their 


weeds or 


rusty dusties and 


mow dig drainage ditches 


and earn the needed money. 
Now let u 
talking lepitimate 
which the Book tells us 
What I am talking 


cross county 


yet one thing straight. 
| am not about 
charity to 
we owe our tthe. 
about these moochers. 


It must pay these characters because 
they seem to imerease every year. 


Did you know that the Commercial 
Division of The Bureau of 
Commerce, D.C. has avail 


different 


Intelligence 
Foreign 
able lists of companies in 
types of business in almost all foreign 
countries” 


Oh focie boy what a letter 
Sure Mr it am Let you no 


Bac k 


them in a tew 


dear 
that your sood is on the way 
to you you will receive 
days your price tor your goods is too 
Murch cost another thing i want you 
to No that 1 did Not asked you 


ch ck lor a ol 


pap 
shipped on open 
O.1D. as he re 


an occasional goot 


pene il 


long 
scrawl trom a guy we 
account instead of ¢ 
queste 1. In spite ol 
like this boy we preter to ship on 
trust. ..and the tolks we sell too 
like this policy of ours. However, it’s 
letters like this that make me 
just what cooks with the 


school syste m. 


wonder 


American 


Don't they never teach nobody noth 
ing from spellin and puntiation and 
rammer 


That via the mails brawl! between 


two magazines in the television dealer 
nasty affair. O.K. boys, you 
think the 
ind a liar. But why air it all so 
to the cash customers? Ot 
lads in the 


held is a 


each other guy 1s a fraud 
vehemently 
course we mail order busi 
ness have 


the last 


you both pegged down to 


decimal point as to whose 


publication outpulls whose. But sorry 
we cant talk as this intormation is 
conhidenual So beat each 
the h ids, lads ind 
space advertiser wonders who is right 
M.O 
can lean back with a smuy smile ind 
say “Il know. 


other over 
while the pure 


ind who is wrong . . . the man 


Litile knou these lads 


who painstaking take a course in im 


do they 


porting and exporting and then join 


the association of other tellows who 
have taken this same mail order 
course that the emblem they so 
proudly display is like a flag to at 
least one importer that their let 
so THE REPORTER 


< 
= 
| 
7} 
j 


Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines MAILING LISTS 


FREE MAILING LISTS 


Retailers Wholesalers Manutacturers 
Banks Churches Institutions 
and 350 other lists to choose from 
e We charge only for addressing 
PEEL ADDRESS KRAUS CO 


48-01 42nd Street 
Long Island City 4, N. Y 


ADDRESSING PLATES —— NEW MAILING LIST 15,000 inquiries and 


ELLIOTT Model 8 Addressing Machine, witt buyers, home bookkeeping, tax course. Ac 
ve 
Wy se Metal Ster Cabinet nulating 4,000 names monthly. $12.50 M 
T TENCII (2 y 
T it t for sale 4 months use yummed labels. Kievits, 10672-A Rose Ave 
ar t D t OSTS vy 
and w Re : - Available due to chenae to bigger unit, Excel Angeles 34, Calif 
Box tation A. St. Peters 
¢ burg, Fla NEWLY PROMOTED EXECUTIVES 14,000 men 
SPEEDAUMAT Three ne embossing 2 K st promoted from one job to 4 better one 
per M. Also B and E embossing write A niddle management grou, Compiled 
for prices Advertiser Address yst rgans which report all company 
703 No. 16 St., St. | s, M ‘aA Practically brand new wit 4 ditterent promotions. 2,000 added monthly. A smail 
e style $27 value for only $1,700. For t but a good one. $15 per M. Stencils 
let rit Reporter en Cit r broke Gebbie P 19 48 
ADVERTISING AGENCIES etails write: Box 56 f Gard y Y er ' bie res 
N C. MU 85258 
For 5 direct se 4 fe 
trade papers nsult Martin Advertising HEL FLORIDA BIRTH LISTS 
Aoer } E. 40 St.. Dept. 33A, N.Y. LE 2 
ATION BUILDER eded by relativ Continuous weekly service on labels witt 
4751. Est. 1923 
nod sf srket appe late 5( Quarantee Com 
pul atior ted NY Cr parisons invited ther states available Jos 
ART SERVICE Excellent long-te ypportunity for right mar eph E. Stopford, P.O. Box 2747, Orlando, Fla 
rw te adva thie t 
ART STUDIO with competent staff and toy ; st rapidly now that sder a 
flite freelancers w f h your needs eptance f ‘ P stion has | ‘ CANADA'S BEST MAILING LIST 
contir s tone and me stratior ta i port 1a 
morous and decorative spots et for Coats ve ent «t 250,001 ve names on Elliott stencils 
little as $5 a month. Write npany ‘et tions. Box 59, T Reporter, Garden City, N.Y Call your list broker TODAY 
terhead for sample dra ys. Harr lk Jr or Tobe's, Niagara on the Lake, Canada 
wav 
Art Studi Pleasantville 24. New Jersey 
MAN )k NOMAN st t kor nd = 
ake mplete harae rder epartment 
growing lis e. Fast worker. Good re Mail Order Chief. Monthly subscription plan 
Good used addressing machine with selecto Box 60, The Reporter, Garden City, N.Y years production plan control, schedules 
good used muitigraph with perforator, ete purchasing. Complete charge. Top record 
air dictatiy aching SOM Box 53, The Reporter, Garden Cit 
end DS) verityper LUCRATIVE MAILING LIST 
recent lels. Box | ’ 
Cit N. Y ~ 
y “/ ames molete with Ff e Number 
TYPE FOR OFFSET 
Mostly small tow Typed lex wd 
FOR SALE Partially geogras 5 ! ness nar Save with FOTO-FONTS. Unit cost per font 
APILED 1954-19 Arranged 4 niy 20¢! Easy to set and align sharpest 
PITNEY BOWES ENVELOPE SEALER Model A res: Auto Part tractor reproductior Free sarnple md details. AA 
serial 4811. Complete Pert t. $20 HARRY state nsura Broker ‘ Archbold, Publisher, Box 20740, Loa Ange 
ABRANS, 331 Emerson N.VW. Was Ihe Reporter, i ar cle ty, ¢ 
ers of inquiry are coming im trom bla nt read thy one yet nuit af vhy | hould subscrily to his set of 
hopeless amateurs |: you ye to yo if ike most of these deal ve cen pian crv ie fo manulacture 
where the gang goes and do what the th the stockholder vill be rich hine to spew forth tish hooks auto 
yang does make sure it's a respected i) the mine contains as much of i matically. Good letter. But how the 
vany the tock ssi onta water heck do come into the picture 
Living For Young Homemaker holdin off my ubseription 
we Tve run over length this month 
sure sends out i convi ny yvany oft renewa nile? Ink to et 
. Wonder what the editor will cut out 
testunonials. Over pages tull size he thea ibscriptior 
ives me a libel suit some 
ietters of proot and testimontia renewa crit Ke It tarts off 
vhere) Wel pot to pet on down 
CONV Incing ct nterestt 
the road and work on the Spring 
planting Ye Sires Bob think Vil 
Twenty five pape prospect ind Fellow vrite me i ony ind put out nother window box full of 
pitch tor a Uranium Stock deal teresting letter WIVinit vown) reason yeraniums this year. So lony for now 


Our mailing department is completely mechan- 
ized and streamlined for fast, accurate and 
efficient service — at lower costs to you . . . No 
Direct Mail Campaign too large or too small. 


NJ W. S. PONTON, Inc., 50 E. 42nd St., 
“Write for FREE Catalog” (dep't “R”’) New York 17, N.Y. + MUrray Hill 7-5311 


PONTON 


List Compilers 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 


A. G. Bardes Co., Inc Sth Milwaukee 3, Wis. (88 2.3372) 

Active Equipment Supply 47-31 35 Long Island City 1, RA 9-90) 

Address -O Bite Stenc A Med ». Co., Inc. 64 W. 23 St, N.Y.C. 10 (OR5.3240 

Creative Mailing Service 460 N. Main, Freeport, N.Y. (FR 9-2431) 

M. Victor wth Ave Brooklyn 17, New York (ST 9.6003 
ADDRESSING MACHINES 

Addressing Machine & Equip. Co 326 Brosdway N.Y. 7, N.Y. (HA 2.6700) 

Elliott Addr. Machine Co 155A Albany St., Cambridge 39, Mass. (TR 6-2020 

Mailers’ Equipment Co 40 W. 15th St. NY. TTL (CH 3.3442) 

Sever & Wallingford 143 W. Broadway, N.Y. 13, N.Y. (WO 40520) 
ADDRESSING TRADE 

Belmar Typing Service. 91.71 St, Richmond Hill 6, N.Y. (VI 65322) 

Shapins Typing Service. 68-11 Roosevelt Ave, Woodside, N.Y. ‘Hi 62730) 
AGENCIES 

The jay H. Maish Co 1 Gospel H Marion, O. (Tel: 2.1191 

Martin Ad Agency (Dir. Sell. Mail Ord 15 PA E€. 40. N.Y.C. 16 (LE 2-4751) 

Roskam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 

ADVERTISING ART 
A. A. Archbold, Publisher P. O. Box 20740, Los Angeles 


6.Calif. (PR 9062) 
1146 West Clinton Ave... Tenafly, N. J 


Raymond Lutkir EN 3.4860) 

Orin Pederson Studio 225 N. Wabash Ave. Chicago |}, | FR 2.5764 

Trapkus Art Studio (Smal! Ads 49 10th Moline, til 
ADVERTISING BOOK MATCHES 

Match Corp. of America 3433.43 W. 48th Pi, Chi. 32, tll. (VI 7-2244) 

Universal Match Corp 1501 Locust St., St. Louis 3, Mo. (CH 1.3230) 


ADVERTISING SPECIALTIES 
Geo McWeeney Co, bx 87, 414 Campbell Av., W. Haven, Conn. (WE 4.3411) 


AUTOMATIC MACHINE-ADDRESSING SERVICE 


Globe Organization, ine 480 Lexington Ave, N.Y.C. 17 (PL 3.7938 
AUTOMATIC TYPEWRITING 
Ambessador Letter Sere Co 1) Stone N.Y. 4, N.Y. (BO 90607) 
BOOKS 

Art & Tech. of Photo Eng Horan Eng. Co. 44 W. 28 N.Y.C. 1, (MU 9-8585) 

Reporter of Direct Mail 224 7th, Garden City, N. Y 
Cordially Yours $5.00 
Dogs Theat Cimb Trees 1.00 
How To Get The Sight Start in Direct Advertising 1.50 
How To Think About Direct Mail 1.00 
How To Think About Letters 100 
How To Think About Readership of Direct Mail 1.00 
How Direct Ma yolves Management Problems 1.00 
How To Think About Showmanship in Direct Mail 1.00 
How To Think About Mail Order 1.00 
How To Think About Production and Mailing 1.00 
Plam Jane of Direct Mail 
He To Think About Industrial Direct Mail 3.00 

BUSINESS BRIEFS 
Wetmore & Co 1015 S. Shepherd Dr, Houston 19, Texas (LY 9126) 
BUSINESS CARD SERVICE 
Hill, Ine 270 Lafayette St. N.Y. 12, N.Y. (CA 646340) 
CATALOG PLANNING 
Catalog Planning Co 101 W. 55th St. N.Y. 19. N.Y. (PL 7.1967) 


George MeKierman & Co 1056 W. Van Buren Chi. 7, (TA 9.2424) 
WT. Sorensen Assoc Inve 220 So. State SI Chicago 4, Ill WA 2.9346 
STATIONERY 
The Newhern Company Main St, Arlington, Texas (AR 5.2207) 
co.op COUPON MAILINGS 
Roskam Advertising (Mail Order) 1490 Grand, Kansas City 6, Mo. (HA 6469 
COPYWRITERS (Free Lance) 


leo P. Bort, Jr 64 E. Jackson Bivd., Chi. 4, Ill. (HA 7.9187) 
Mr HW. John Harder 5225 Wilshire Bivd., Los Angeles 48. Calif 
W. Osann 175.35 Ave. Jamaica 32, N.Y. (Re 9.2244) 

Poller West 15th St OR 5.4352 
Orville &. Reed 106 N. State St.. Howell, Mich. (Tel: 65 


Roskam Advertising (Mai! Order). 1430 Grand, Kansas City 6, Mo. (HA 6469; 

Franklin ¢ Wertheim 179.15 Jamaica Ave Jamaica 32, N.Y. (AX 7.1200) 

John Yeargain 442 East 20th St, N.Y. 9, N.Y. (OR 7.4533) 
DIRECT MAIL AGENCIES 

Mail Adv. tn« 610 Newbury St, Boston 15, Mass. (CO 6.7540 


> Buckley 108 N. State St... Chi. 2. (ST 292-5336 
The Buckley Organization Lincoln Liberty Bidg Phila. 7, Pa Ri 60180) 
Chase A Richardson, inc 9 E 45th St. NYC. 17 (MU 2.8285 
Mickie Raymond. tne 470 Atlantic Ave. Boston 10. Mass. (HA 6.936 
Vickie Raymond, in« 225 Park Ave, N. Y. 17. (MU 7.9398 
Direct Me ervices 175 Luckie St. N W., Atlanta 3. Ga. (CY 3998) 
Duffy & Assoc, Inc 918 N. 4th St. Milwaukee 2, Wis. 3.7852) 
General Office Service, inc. 527 6 St. NW Washington I, 0« NAB.45348 
james Gray, Inc 216 45th St. 17. N. Y. (MU 2-9000) 
Frederich Gymmer 2125 €. 9th Cleveland 15. Ohio (SU 4220 
Harrison Services, tnx 341 Madison Ave, N.Y. 17, N.Y. (MU 9.1630) 
The Mumme!l System P.O. Box 6311. Cleveland 1. Ohic 
Proper Press, inc 129 Lafayette St. N.Y. 13. (CA 64757) 
® t. Pott & Co 43! Howerd %S Detroit 31. Mich WO 1.9470 
Reoly-O Products Co ? Central Park W.. N.Y. 23. NY. (CI 5-8118) 
Sales Letters, inc 148 W. 23rd St. N.Y. 11. N.Y. (WA 9.6028 


Sende Pocke A Co. tne 9! Ave. 1) (WA 4.1551) 

Schneidereith & Sons Adv 20? So. Sharp St Baltimore |. Md LE 98184) 

The Smith Company 67 Beale St. Sen Francisco, Cal. (SU 1.4564) 

John A. Smith & Steff 1) Beacon St., Boston 8. Mass. (LA 3.6545) 

Welsh Barber Co 1512 Hermosa Place, So. Bend, Indiana 
DIRECT MAIL CONSULTANT 

Lawrence Lewis & Assoc 175 Sth Ave. N.Y. 10. N.Y. (OR 7.4868) 


DIRECT MAIL 


American Auto Typewriter Co., 2323 N. Pulask Chicago 39, | EV 5151 
B. H. Bunn Co 7605 $ Vincennes a Ch 20, | HU 3.4455) 
Corbin Wood Products Hornell, N. Y 
Felins Tying Machine Co... 3351 N. 35th St., Milwaukee 16, Wis. (HI 5-7131) 
Inserting & Mailing Machines Co Pr psburg, N. J PH 5.1441 
Thomas Mechanical Collator 50 Churct N.Y. 7. NY. (DI 9-2270 
National Enterprises 2001 N.W. Washington 6, D.C NA 80330 


tamford, Connecticut (48-262) 
DIRECT MAIL SUPPLIES 


Pitney Bowes, inc 


Fragrance Process Co 73 van St N.Y. 12, N.Y MO 3-1582) 
Lowell Pencil Co 110 Greene N.Y Di 90996) 
National Bundle Tyer Co Blissfield, Michigar BL 162 
Scriptomatic Inc 310 N. lith Se Phila. 7, Pa WA 2.4213 
Sea!-O-Matic Machine Mfg. Co So. Hackensack, N. J HU 7-1490) 


ELLIOTT STENCIL CUTTING 
Address-O-Rite Stenc & Mach. Co., Ir 64 W. 23 St., N.Y 10 (OR5-3240 
Clear Cut Duplicating Co 149 Broadway, N.Y. 6, N.Y. (WO 4-4457) 


Creative Mailing Service 460 N. Main St., Freeport, N. Y. (FR 8-4830) 
ENVELOPES 

American Envelope Mfg. Corp 26 Howard St., N.Y. 13, N.Y. (CA 67152) 

The American Paper Products Co East Liverpool, O. (FU 5.4240) 

Atlanta Envelope Co 1700 Northside Dr. Atlanta 1, Ga. (EL 3686 

Berlin & Jones Ce Ine 601 W. 26th N. Y. | (WA 4.4400) 


The Boston Envelope Co 397 High St., Dedham, Mass. (FA 5-6700) 
The Century Envelope Co... 501 Park Ave., Minneapolis 15, Minn. (GE 3663) 


The Clasp Envelope Co., Inc 98 Bleecker St., N.Y. 12, N.Y. (SP 7-0351) 


Columbia Envelope Co 2015 N. Hawthorne, Melrose Park, Ill. (ES 86214 
Samuel Cupples Envelope Co 160 Furman St., Brooklyn 2, N.Y TR 56285 
Cupples Hesse Corp 4175 N. Kingshighway, St. Louis 15, Mo. (EV 3700 
Curtis 1000 Inc 150 Vanderbilt Ave W. Hartford 10, Conn JA 22-1221) 
Detroit Tullar Envelope Co.. 2139 Howard St., Detroit 16, Mich TA 5-2700 
Garden City Envelope Co 3001 N. Rockwell! St., Chi. 18, Il. (CO 7-3600) 
Gaw-O'Hara Envelope Co 500 N. Sacramento Bivd., Ch 12,1 NE 8.1200) 
The Gray Envelope Mfg. Co 55-33rd St., Brooklyn 32, N.Y. (ST 8-2900) 
Heco Envelope Co 4500 Cortland St., Ch 9, I. (CA 7.2400) 


Rochester Envelope Co 72 Clarissa St., Rochester 14, N.Y. (HA 2404) 
The Standard Envelope Co 1600 E. 30th St., Cleveland 14, O. (PR 1-3960) 
Tension Envelope Corp 19th & Campbell Sts. Kansas City, Mo. (HA 0092) 
Tension Envelope Corp 522 Fifth Ave.. N.Y. 36, N.Y MU 2.4644) 
Transo Envelope C« 4542 N. Kimball! Ave hicag 18 I iR B4914 
Transo Envelope Co 22 Monitor St Jersey City, NJ HE 4.1587 
United States Envelope Co Springfield 2, Mass. (SP 2-7211 
The Wolf Envelope Co 1749-81 E. 22nd St., Cleveland 1, O. (PR 1.8470) 
Wolf Detroit Envelope Co.. 14700 Dexter Bivd., Detroit 32, Mich Di 1-222) 
ENVELOPE SPECIALTIES 
Curtis 1000 Inc 150 Vanderbilt Ave.. W. Hartford 10, Conn. UA 2-1221) 
DuPlex Envelope Corp 3026 Franklin Bivd., Chi. 12, Il. (NE 8-1200) 
Garden City Envelope Co 3001 N. Rockwell St. Chi., 18, Ill. (CO 7-3600) 
The Sawdon Co 480 Lexington Ave., N.Y. 17, N.Y. (PL 5-2516 
Tension Envelope Co 19th & Campbell Sts., Kansas City 8. Mo. (HA 0092) 
FOREIGN MAILINGS 

Promotion, Joe Antonio 57.10-C, Madrid, Spain (Tel: 31 22 13) 
Sande Rocke & Co Ine 91 7th Ave NLY¢ a WA 4.1551 
FOREIGN POSTAGE 

6 Lahey St.. New Hyde Park, N. Y. (FL 2-2915) 

FUND RAISING 
William M. Proft Associates 27 Washington P!., E. Orange, N. J. (OR 3-2233) 
HOUSE ORGANS (SYNDICATED) 
Susser Letter Service 70-01 Queens Bivd., Woodside 77, N.Y. (NE 9.7500 
IMPRINTERS — SALES LITERATURE 
Ll. P. MacAdams Co 301 John St., Bridgeport 3, Conr ED 4.2167 
INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded-Nationwide 977 McDonald Ave., Brooklyn 30, N. Y. (UL 3-1143 
INVISIBLE INK 


Foreign Postage Service 


Morley W. Jennings East Orange, N. J. (OR 4-8308) 
LABEL PASTERS 
Potdevin Machine Co 200 North St., Teterboro, N. J. (HA 86-1941) 
LABELS 


Framinghar Mass TR 3.39511 
385 Gerard Ave., N. Y. 51, N.Y. (MO 5-1818) 
9 Murray St, N.Y. 7, N.Y. (BA 7-7771) 
1518 Walnut St.. Philadelphia 2, Pa. (PE 5.6999 
LETTER GADGETS 
Hewig Co 45 W. 45th St. N.Y. 19, N.Y. UU 2-2186 
A. August Tiger 545 Fifth Ave., N.Y. 17, N.Y. (MU 5-9552 
LETTERHEADS 
Brunner Printing Co., Inc 190 Jefferson Ave., Memphis, Tenn. (Tel: 8-5126 
Harper Engraving & Printing Co 283 E. Spring, Columbus 15, O. (AD 5057) 
R O. WH. Hill, Ine 270 ® Lafayette N. Y 1 N.Y A 66340 
Peerless Lithographing Co 4313 Diversey Ave., Chi 39, Ill. (SP 2-7000 
MAIL ADVERTISING SERVICES (Lettershops) 
Advertisers Associates inc 1627 Penn Ave., Pittsburgh 22, Pa. (AT 1.6144) 


Dennison Mig. Co 
Allen Hollander Co.. Inc 
Penny Label Co 
Tompkins Label! Co 


Advertisers Mailing Serv. inc 45 W. 18th St. N.Y. N_Y. (AL §-4500 
Advertising Letter Service. 2930 Jefferson East, Detroit 7, Mict LO 7.9535 
Atlas Letter Service 524 S. Spring St., Los Angeles 13, Ca VA 2502 
Benart Mail Sales Serv., Inc 228 E—. 45th St.. N.Y. 17, N.Y. (MU 7-8830 
Cardinal Direct Mail Corp 2 Broadway, N.Y. 4, N.Y. (WH 4-3722) 
Century Letter Co., Inc 48 N.Y. 10, N.Y Al 4830! 


Mary Ellen Clancy Co 250 Park Ave, N.Y. N.Y. (PL 9-1520) 
Cleveland Letter Serv... inc 740 W. Superior, Cleveland 13, O. (SU 1-8300) 


Connelly Organization, Inc 101 Arch St.. Phila. 7. Pa MA 7.8133) 
Flite Letter Co., Inc 11] W. 32nd St. N.Y. 1, N.Y. (PE 61462) 
Fulfillment Corp. of America 381 W. Center St., Marion, O. (Tel: 2-1187) 


Genera! Office Serv. inc 527 6th St. N.W. Washington 1, D.C. (NA 86-5348 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Hudson Fulton Mailing Service 25 West Broadway, N.Y.C. 7 (CO 7-617)! MULTIGRAPH SUPPLIES 
Inserting & Mailing Corp 2 Broadway, N.Y. 4, N.Y. (WH 4-3722) Chicago Ink Ribbon Co 19 S. Wells St., Chi. 6, Ill, (ST 7800) 
Krupp’s Adv. Mailing Serv. 228 S. Los Angeles St., L.A. 12. Cal. (Mi 8753, Mack Type Co., Inc 55 Fulton St.. N.Y.C. 7 (BE 3.1487 
The Letter Shop 67 Beale St., San Francisco, Cal. (SU 1-6564) MULTILITH & MULTIGRAPH MACHINES 
Lincoln Letter Service, inc 326 Broadway, N.Y. 7, N.Y. (BA 7-5770) Addressing Machine & Equip. Co 326 Broadway, N.Y. 7, N.Y. (HA 2.6700) 
Mailways 200 Adelaide St. W., Toronto, Ont., Canada (WA 1806, PACKAGING 
Premier Printing & Letter Serv 620 Texas Ave., Houston 2, Tex. (PR 4145) , 
Pack It (also Mail-it 7? Brown St., Newark 5, N.J. (Mi 2-7575 
Rochester Consumer Adv. Corp 210 Lye Rochester 6, N. Y. (Gl 4726 
Roskam Advertising (Ma Order 6W 10 Kansas City, Me HA 6469 PAPER MANUFACTURERS 
The Rylander Co 216 W. Jackson Bivd., Chi. 6, Ill. (FR 2-5953) Appleton Coated Paper Co 1250 N. Meade St., Appleton, Wis. (41454) 
The St. John Assoc., Inc 75 W. 45th St.. N.Y. 36, N.Y. UU 2-3344) Eastern Corporation Bangor, Maine (Tel: 6221) 
Union County Business Burea Westfield, N. J. (WE 2-5614) W. C. Hamilton & Sons Miquon, Pa. (1V 3.3160 
Woodington Mail Advertising Serv...1304 Arch St., Phila. 7, Pa. (RI 6-1840) Hammermil| Co 4 
International Paper C« a 42nd St Y U2 } 
; ween 7 ues ~ BROKERS The Mead Corp 819 Public Ledger Bidg., Phila. 6, Pa. (WA 2-544) 
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Closing date for The Reporter's Annual DMAA Convention Issue . . . to be mailed September Ist 
% . . . before Convention begins September 12th, 13th, 14th at The Morrison in Chicago. Convention 
. Issues will be on hand at registration desk during Conference. Reserve space now, please. Regular rates 

apply. This will be our September Issue . . . containing another of our famous Reporte: feature round-up. 
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(Continued from Page 18) 


ROLLAND PAPER CO., 1645 Sher 
brooke St.. W.. Montreal, Canada, has 
just released their 1954 Annual Report 

a beautiful job of planning and 
production. The first half of the report 
is printed in English. Turn the booklet 
over, and the other half has the identical 
artwork as the first half, but all copy 
is translated into French. Printed in two 
colors with an unusual fold cover, the 
report is a stand-out. 


SPEAKING OF ANNUAL RE. 
PORTS: William J. McKenna, director 
of advertising, Old Equity Life Insurance 
Co., Evanston, UL, reports that their 
“smplified” Annual Report idea met 
with such enthusiastic response last year 
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(see Short Note, page 9 of May, 1954 
Reporter) that they produced a similar 
one this year. It's a simple, two-color 
Opens to 


Gelder ... cee 3%” 7” 
9's" spread (shown reduced 
here). Our comment on Old Equity's 
report last year still stands: “Although 
limited in size and illustration space, the 
design and color of the little folder tells 


Old Equity’s 1954 story beautifully.” 


eee 
PASSENGERS WHO RIDE in 
American Sterilizer Co.'s Beacheraft 


Bonanza airplane are treated to some 
interesting reading while making their 
trip. The Ere, Pa., medical equipment 
manufacturers published a 32-page book- 
let titled Enjoy Your Trip, which they 
give to everyone traveling in the com- 
pany plane. It acquaints passengers with 
the Bonanza, its safety features, how it 
flies, its pilot, ecc. . as well as ex- 
plaining air travel in general, A_ reply 
card addressed to ASC president Howard 
M. Fish is tucked in the back of the 
booklet with an offer to answer any 
further questions about the flight travel. 
ers might have. A_ high-flying public 


relations idea! 


6200 SAVINGS & LOAN ASSOCI- 
ATIONS, Building & Loan Associations 
and Co-Operative Banks will be listed 
in a new directory soon to be published 
. » » first of its kind in the directory 
field. Publishers will be the T. K. 
Sanderson Organization, which also 
turns out the Atlantic States Manufac 
turers Directory. The New Directory of 
Savings & Loan Associations will give 
association location, key officials, assets, 
and membership in federal organizations. 
Case bound, the 232-page, 7 2 
10 *%%4" directory will sell for $25 per 
copy. Write to Sanderson at 200 E. 
25th St., Baltimore 18, Md. 
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LEW KLEID of Lewis Kleid Com- 
pany (mailing lists), 25 W. 45th St., 
New York 46, N.Y. mailed executives a 
useful Memo-Date Calendar . . . good 
from April “55 through June "56. The 
appointment calendar is a fine job . 
with short testimonials on each page 
from many of Lew's blue-chip customers. 


PUBLICLY DIRECTOR Charles R. 
Jacobson of the Miami, Fla., Jewish 
Federation, 420 Lincoln Rd., Miami 39, 
did a fine job on their recent Combined 
Jewish Appeal to raise $1,350,000 in 
the greater Miami area. Most of the 
promotion and direct mail (self-mailers, 
bulletins, blotters, post cards, etc.) were 
fesigned to whip up enthusiasm for a 
hig “C” Day house-to-house canvass by 
voluntary workers. Although he had a 
limited budget, Charles did a bang-up 
job promoting the day with clever ideas. 


O 
DEAR MOM and POP- 

"C" STANDS FOR CASH 

and CASH SAVES LIVES. 


A volunteer will be "C"-ing 
you in behalf of our 


community drive. 
Let's do our full part. 


One was the gimmick tag shown here 
(original size: 3° x 5") which 
children wore home from school. 


5,000 


MUST WACATE SALE: After 
building a new plant in Stamford, Conn., 
just six years ago, Carr Speirs Corp. 
(stock letterheads and promotion ma- 
terial) must now vacate the premises. 
The Connecticut Thruway will pass 
through the property, tearing down the 
building. To move some 5,250,000 flash 
bulletins on hand, Speir is offering a 
26° discount to customers on all orders 
for 2,000 bulletins or more. Offer is 
good until June 40. 
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THIS NEW COLLATOR has eight 
stations, capable of handling all types 
of paper including the lightest manifold 
and one-time carbons. Called the Cum- 
mington Model 85, it gathers sets of up 
to enght sheets at 10,000 sheets per hour, 
and delivers them in alternate offset 
piles. The fully automatic collator can 
handle sheet sizes from 5” x 7” to 11” 
x 14” without using grippers or feed 


rolls. For complete details, write to the 
Cummington Corp., 620 Commonwealth 
Ave., Boston 15, Mass. 


A GOOD EXPERIMENT: The Post 
Office Dept. has formed a new experi- 
mental unit called the “Delayed Mail 
Section.” Its purpose is to check on 
mail delivery and iron out any bugs in 
the system they find slowing it up. 
30,000 test letters a 
month to postal employees in all parts 


They're mailing 


of the country. Employees return the 
letter to Washington, along with a 
check-card giving information on the 
promptness of collection, postmarking, 
distribution, dispatching, 
and delivery to recipient. The results are 
studied . 


to the attention of the postmaster of 


transportation 
. and any slow-up is brought 


the office involved for correc tion. The 
experiment is already operating in 144 
cities and will be expanded to others 


if needed. 


eee 
IT FINALLY HAPPENED. How 
your reporter has escaped it all these 
years, we'll never know ... but the 


inevitable finally happened last month. 
A mailer addresses us as “Henry Joke, 


Publisher.” 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Your work 


1S 


as good 


your bond... 


milton 


Here s the best Hamilton Bond we ve made in 25 vears 
of bondmaking. The white ts our brightest, whitest 
white, the 11 colors have a sparkle that sets them apart 
The watermark 1s genuzne—tormed inside the sheet, not 
pressed onto the finished product. That means a smooth 
even surface that prints cleanly, clearly, without a trace 
of linting or fuzziness. Hamilton Bond is pre-conditioned 
at the mill to lie flat and feed well; then moisture-prooft 
wrapped in the new gray-and-blue package 

In the hands of your customers, Hamilton Bond meets 
all tests. This paper shows off letterhead designs and 
printed messages to their best advantage, and takes typed 
characters crisply and clearly When it comes to folding 
endurance and tearing strength, Hamilton Bond ts second 
to none. It erases cleanly, without smudging, and it 
stands up handsomely under heavy use 

Your work is as good as your bond So work with 
Hamilton Bond—the bond that brings out the best in 


your work! 
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HAMILTON PAPERS 


W.C. HAMILTON & SONS + MIQUON, PA. 
Offices in New York, Chicago, Los Angeles 


HAMILTON BUSINESS PAPERS: Hamilton Bond, Hamilton Ledger 
Hamilton Mimeo Bond, Hamilton Duplicator 
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THE OFFSET PLATEMAKER 


PAPER 


is the base of his job 


The Offset Platemaker prepares, exposes, 
inks and develops the plate. 


NEW TICONDEROGA 
OFFSET 


—for fine performance in 4-color process 
and monotone. This new brilliant white 
offset paper with its smooth, fuzz-free, 
sized surface combines good ink affinity 
and distinctive appearance with 


economy on long runs. 


Bternational per...... 


FINE PAPER AND BLEACHED BOARD DIVISION 


220 East 4204 Steeet, New 17, 
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